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/NTRODUCING A NEW WAY 70 SELL 1847 ROGERS BROS. 


New combinations of the basic place 
setting pieces, plus most popular serv- 
Ing pieces (as shown above) let you 
fer the silver your customer really 

today at new, 
' This is an en- 


Ol 


needs -— and wall bu 
low prices ! Not a sale 
tirely new way to sell silver. You 


Make youl 


A self-service counter merchandiser 
that lets you show more... sell more 

.in minimum space. Needs only 
12 x 20 inches! Four-color consumer 
buying guide attached to display 
helps the customer picture the silver 
in her own home! Also serves as a 


sales training aid. 


Sunday newspapers will carry our 
new retail-type ad campaign through- 
out your spring selling season! Your 
store name listed free when you tie 
In. See you? Authorized Wholesale Dis- 
tributor for complete details or write 
to the Adv. Dept., The International 
Silver Co., Meriden, Connecticut. 


Make a Profit Date in '58 with 1847 ROGERS BROS. 


18647 ROGERS BROS. 


America’s Finest Silverplate Made only by The International Silver Company 








. 
Ae / 
presents 


“Individually Yours" 
for Diamonds dress 


Model also wearing 10 ct. Mar- 
quise diamond ring, 35 ct. dia- 
mond bracelet, 30 ct. diamond 


necklace, 72 ct. diamond ear- 


© tings. All available on memo. 


and slic 


SstlOu d WCal 


“Yamonds 


wherever she goes 


Dramonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


aonb orf 4 


\W | | | ) ATTY) lie CV 1 ELG . Ompban xy, 
Importers and Cutters of Fine Diamonds 


29. £. Madison St., Chicagos2 illinois Bh 
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This month's cover features spoons because this 
month's cover-story deals with sterling silver 
flatware. Do you know tomorrow's best cus- 
tomer for sterling? Maybe not, because you 


certainly didn't sell sterling to her mother or 








her aunt! See "Jane Doe and Sterling—a New 


- — Combination.” This is JC-K's analysis of the 
Circular 


Dichter Report and it starts on page 68 
Aveystone 
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Does your store have AC or DC personality? 


We have ideas that will help you stand for and sell dia 


Appliance-Conscious or Diamond-Conscious? It matters! 
The DC Jeweler inspires confidence in his store. Fis 
emphasis on diamonds lends prestige to all the merchan 
dise he carries. It attracts the bulk of lucrative diamond 
customers in his area. If you need ideas on how to switch 
from AC to DC, that’s what Columbia is here for! We 
have ideas that fortify your sales personnel, attract your 


best trade, build your reputation in your community. 


A DIVISION OF AXEL BROS. INC., 
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monds 365 davs a vear. Get the details from our Colum- 
bia Merchandising Man, particularly about the new 
workable Imperial Plan that really glorifies your stock 


and selling approach while it minimizes your inventory. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


134-20 JAMAICA AVE., JAMAICA 18, N.Y. 





WATER 
PACKED 


SO YOU CAN SEE IT'S 





Wyler hurls this y = , | Factory-sealed in 
dramatic challenge— fo | water-filled 
the only tee... ID | plastic envelopes. 
waterproof* watch On Hf _ Gift-boxed 
that dares to be Bea _ with extra metal 


PACKED IN WATER | expansion band. 
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WATERAMA 


Wyler Watch Corporation, 131 East 23rd Street, New York 10, N.Y. 





“GUARANTEED AS LONG AS CRYSTAL [S INTACT AND GENUINE WYLER PARTS ARE USED 
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‘“Deborah”’ 


interlocking bridal pairs 
with the patented “Flip-grip Action 


Patent No. 
2,809,502 


Shown 

ore but a 

few of the 
hundreds of new 
styles available. 
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“Emma Jane 


NOW . 
largest and most complete 


mnt -1-me. Vil -talae ee 


selection of low-priced in- 


-terlocking bridal pairs, all 


equipped with the marve- 


lous new locks which are 
acclaimed by retailers and 
their Use this 
page to order your supplies 


(o} Mo Ioluitelale Mule] lilies Mam Aol tls 


customers. 


wholesaler has these mar- 
velous K&B creations which 
spearhead your 1958 


greater 


will 
diamond sales for 
volume and profits. Use the 
K & B FREE advertising mat 


service for better results. 


Creators, Designers and Manufacturers of “Perfect Ring Findings”’ 


hARLAN ¢ BUEICHER.IN 


136 W.52nd ST., NEW YORK 19, 


< 
> OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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| “‘Ellenore 





4a 


Teaot mana 266 





SS . 
See 


\ 


“Christine” 








“Carolyn” 







“Helen” 





“’Milicent’’ 


\\e : yy, \ 
Ne > 2/ me!) Ale 
" < Ks en oe " : 

NN =. Z, A- “eats be \ 

(= nos Bey 
Aa ye 
’ dA S a — wa 
— we ~ 
~y a A 
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“Louvella”’ 


THE AMERICAN PLATINUM WORKS HANOVIA CHEMICAL & MANUFACTURING CO. 
NEWARK, NEW JERSEY NEWARK, NEW JERSEY 


AMERSIL CO., INC. IRVINGTON SMELTING & REFINING WORKS 
HILLSIDE, NEW JERSEY IRVINGTON, NEW JERSEY 


BAKER & CO., INC. D.E. MAKEPEACE COMPANY 
NEWARK, NEW JERSEY ATTLEBORO, MASSACHUSETTS 


EAST NEWARK INDUSTRIAL CENTER, INC. NATIONAL ELECTRIC INSTRUMENT CoO. 
EAST NEWARK, NEW JERSEY ELMHURST, NEW YORK 


THE H. A. WILSON COMPANY 
UNION, NEW JERSEY 


ENGELHARD INDUSTRIES ANNOUNCE 
THE CONSOLIDATION OF THE DOMESTIC AFFILIATED 
COMPANIES LISTED ABOVE UNDER A 
UNIFIED CORPORATE MANAGEMENT. THEY WILL 
HENCEFORTH BE DESIGNATED AS DIVISIONS OF 


ENGELHARD INDUSTRIES, INC. 


ENGELHARD INDUSTRIES OF CANADA, LTD., TORONTO * ENGELHARD INDUSTRIES OF QUEBEC, LTD., 
MONTREAL ENGELHARD INDUSTRIES, LTD., LONDON « ENGELHARD INDUSTRIEN A.G., ZURICH * GLOVER &® GOODE PTY., LTO., MELBOURNE * GLOVER 
& GOODE BASE METALS PTY., LTD., MELBOURNE SOCIEDAD SURAMERICANA DE METALES PRECIOSOS 5S.A., BOGOTA * INDUSTRIE ENGELHARD S.P.A., 
ROME « THE DEVELOPMENT AND INVESTMENT COMPANY OF SOUTH AFRICA, LTOD., JOHANNESBURG * AZOPLATE CORPORATION 
CHARLES ENGELHARD., INC. NUCLEAR CORPORATION OF AMERICA, INC. * SOUTH AFRICAN FOREST INVESTMENTS, LTD. * ACME TIMBER INDUSTRIES, LTD. 
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CE LCM ey deat 
Wedding Rings 


As modern as the latest Paris designs, 
the new BAKER tapered wedding rings 
offer the sleek simplicity of the world 
of high fashion. Gently tapered with 
subtle grace, these rings are designed 
to flatter the hand and the ego of 

the modern young bride. 


BAKER tapered wedding rings are 
available in Gold, Jewelry Palladium and 
10% Iridium Platinum, quality metals 
that complement these highly 
fashionable styles. 


SEAMLESS TAPERED WEDDING RING BLANKS 


Half-Round 
With Rim 
Series 
5434-A 
INC. 5434-B 
ED AS 5434-C 
TH BE DESIGNAT 5434-D 
HENCEFOR 5434- 
WILL | 
RIES: SIME 5434-F 


BAKER & CO: 


pus 
=<NEELHARE = 


DIVISION 


ER SETTING 
x*% 
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413 ASTOR sTRee Cc. 


BAK 





2, NEW jyerseY 
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YOUR APW PROVIDENCE PLANT 
IS AS NEAR AS YOUR PHONE 








A PARTIAL LIST OF OUR PRECIOUS 
METAL PRODUCTS FOR THE JEWELER: 





Sterling, Fine and Coin Silver 
Sheet Wire 


Circles Blanks Grain 





Fine Si 


Silver Ni 


THE AME\ 


231 NEW JERSEY RAILROAD A\ 











The big APW Providence plant (and the Newark 

plant, too) is your vast “stock room” for immediate 

supply of precious metal alloys in the forms you use— 

as well as for anodes, salts, plating solutions, solders 
and fluxes. All of itis only a phone call away! 

If you use pletis ions, anodes, solders and 

fluxes date on new APW devel- 

iny manufacturing jewel- 

nent and cost reduction. 

1 to give you complete 


seavics 
\ 
Yepartment will be glad 
evelopment of special 
kt wk kw ke 


—AwENUE, PROVIDENCE, RHODE ISLAND \_ 





CA 1 eA A LT INDUSTRIES ) 
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sell more 
RONSON 
“Sp orts”’ 
with this new 
space saver- 
protit maker 
The 


lighters — attractively priced — attractively dis- 
played —for quick turnover and impulse sales! 





FREE Sport Display Unit (SP-4) Designed For Maximum Profit 
In Minimum Space! Display holds this fast-moving assortment: 


BROWN LEATHERETTE $5.95 TOTAL RETAIL VALUE $25.90 
TURQUOISE ENAMEL 5.95 YOU PAY (at regular 

SATIN FINISH 6.50 discount) 15.54 
BRIGHT WOVEN MESH 7.50 YOUR PROFIT $10.36 


Order this remarkable SPORT Lighter (SP-4) display 
unit now! Lighters fully guaranteed by Ronson, with 
a full year free service policy. 





Slim unit fits attractively in space ordinarily unused. 
Flexible — hangs on wall, or in window. 


Attractive gift boxes included. 


« 
» 
@ Excellent display of lighters against colorful background. 
* 
® Lighters already in place on display unit— ready for sale. 


Unique vertical design creates new 
selling space behind your counter! 


ONSON 


INE. FEBRUARY 1958 


‘ 


: Ronson Corp., Newark 2, N. J. Maker of the world’s greatest lighters and electric shavers. 
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ne world’s 
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rst and only 
automatic watch 


F° GP, this revolutionary 
watch movement is the tri- 


umph of many years of research. 


* & 
And for you, it is the most sale- 
WI | 1 C | 0) 1 q able self-winding watch ever cre- 
ated. Laboratory tests prove the 


new Gyromatic 39 performs bet- 
ter, wears longer, services more 


easily, and responds more sensi- 


® 
tively to the most minute motion 
of the wearer. 
BS & 8 


GYROMATIC 39 


Gyromatic 39 will receive the heaviest magazine advertising in GP’s history — 58 big 
insertions throughout 1958. Look for our ads in LIFE, TIME, NEWSWEEK, 
SPORTS ILLUSTRATED, ESQUIRE, NATIONAL GEOGRAPHIC, THE NEW YORKER, 
THE NEW YORK TIMES MAGAZINE and THE CHRISTIAN SCIENCE MONITOR! 





70 


Y 














SALES POTENTIAL UNLIMITED 


Sales of Gyromatic 39 are already booming through- 
out the world. Expect the same reaction from 
your customers when you put it on display. Each 
of Gyromatic 39’s functional jewels is mechani- 
cally integrated into the movement, bringing an 
aura of luxury few customers will be able to resist. 











LIMITED NUMBER OF NEW GP 
FRANCHISES NOW AVAILABLE! 


Because of the development of Gyromatic 39, some 
new Girard Perregaux franchises are available. You 
may be eligible for one in your town. All fran- 
chised dealers get the benefit of GP’s profit protec- 
tion policy. Remember .. . Your profit is fully pro- 
tected because no one can undercut your retail 
price. Whether or not you’re already a GP dealer, 
you'll want the facts about Gyromatic 39...so 
send today for descriptive literature. 


| THE “HEART” OF 
> @@ @  _ GYROMATIC 39 
eo IS THE GYROTRON 
Be? WITH ITS 7 
ty JEWELED ROLLERS 


The Gyrotron “heart” combines the functions of 
an automatic clutch and a rotation inverser, solving 
the problem of converting alternating swings into a 
continuous one-way winding movement. 14 jeweled 
roller bearings — 7 in each Gyrotron wheel — are 
harder than steel and have surfaces so mirror- 
smooth, they reduce friction to the vanishing point. 
Thus, clutches, springs, clicks, and rachets which 
wear down and must be serviced, are eliminated. 


F-15 (shown at upper left) 14K gold-filled, $150. In 14K gold, imported casing (F-16), $275. 
All Gyromatic 39’s are shock-resistant, waterproof, and have 18K gold-applied hour markers. All prices include Fed. tax. 


GIRARD PERREGAUX Fine Watches Since 1791 


610 FIFTH AVENUE, NEW YORK 20, N. Y. 





IN CANADA: 


LUXURY STYLING — Gyromatic 39 is avail- 
able in many styles of men’s watches starting at 


$125 in durable stainless steel. 


imported casing, 
$250. 


gold-filled (F-12), 
$ 


Calendar watch in 


1405 PEEL STREET, MONTREAL 
































F-10 
14K. gold with re 
mirror-lapped, =. 





F-11 
14K gold, 
$225. In 14K 


150. 


F-14 


stainless steel, 
$135. 





o 


offers the largest selection ever 


for 


GREATER SALES and PROFITS 


12 K Gold Filled ¢ Sterling Silver « 14K 
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CARL-ART inc. 
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SOLD THROUGH WHOLESALERS ONLY New York Chicago Los Angeles 
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Bags 





in sales and profit potential 


REGISTERED 


DIAMOND 





strong national advertising 


Young couples read about Starfire in 
LOOK, SEVENTEEN, EBONY, MISS, MOVIE LIFE, 
TV STAR PARADE, MOVIE STAR PARADE. 





powerful dealer helps 


Young couples are attracted to your store 
by motion window displays, movie playlets, 
TV spots, neon sign, newspaper mat service, 
showcase trays, direct mail literature. 





attractive customer benefits 


Young couples desire Starfire’s lovely, 
larger diamonds sold at popular prices . . . 
with trade-in privilege, insurance against 
loss and permanent registration. 





For details, write: A..4. POND CO., ING. @ SYRACUSE 2, WN. FY: 





Spud New twin-motion display 


Pre-Sold 
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for 
Brilliant 


15 WATCHBANDS 
REVOLVE 


THIS WAY! 










4 PHOTO-IDENTS 
REVOLVE 
THAT WAY! 
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features watchbands 


“The Price is Right!” 





17,000,000 people had 

to ask their Jewelers 
about the Speide! Photo- 
Ident featured on the 
Christmas Home Show- 
case! 


See this exciting 
“Jewelers Dream’ TV 
Show with Super Sales- 
man Emcee Bill Cullen— 
the only show designed 
to send customers into 
your store all year 
through! 





3 Cash in on this Tremen- 
dous Excitement! Mil- 
lions see these Watch- 
bands on TV. Be smart! 
Build a Speidel window 
with this Display—make EVERY MONDAY NIGHT NBC-TV! 
sure you get your share 
of these heavily Pre- 
Sold Customers! 


DISPLAY AND HOW YOU CAN OBTAIN IT FOR YOUR WINDOW DISPLAY: 


Hamilton introduces the 


NNIVERSARY SERIES 


of Electric Watches priced from *89.50 


...to help you celebrate the FIRST ANNIVERSARY 


of the world’s first and only Electric Watch 


The Hamilton Electric Watch is now one year old. 
Its proven success justifies further energetic de- 
velopment of this market through increased pro- 
duction and the introduction of new, lower-priced 
models. The exciting new Anniversary Series 
creatly expands your fine watch sales opportunities 
—the electric watch is still a Hamilton exclusive. 


Millions of consumers will see these dramatic 


new models next month in colorful full-page ad- 


vertisements like the one opposite—in Reader's 
Digest, National Geographic, The New Yorker and 
other top publications. Cut yourself a big slice of 
profit by featuring the new Anniversary Series 
Electric Watches in your window, at your counter 
and in your own store advertising. How? See your 


Hamilton representative, or write to: 


+4 Hamilton Waich Company, Lancaster, Pennsylvania 


FERRIJARY 1958 
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Patents pending 


From Hamilton—the only watches run electrically 


Electricity gives them uncanny accuracy. No winding, no twist of the wrist needed. A tiny power 
cell inside does the work. Rugged, practical watches, Hamilton Electrics have fewer parts (no 
mainspring!). Your Hamilton Jeweler now has the new Anniversary series celebrating the first 
birthday of the world’s only electric watch. (Top to bottom) Victor, $89.50; Pacer, $125; Titan, $95. 


Hamilton Watch Company, Lancaster, Pa. 
FAA NI/ LT ON 


x CREATOR OF THE WORLD'S FIRST ELECTRIC WATCH 





. 67 CLIP 
ACTUAL SIZE ACTUAL SIZE 


* 


Earrings by Jomaz 
Joseph J. Mazer & Co. 
(%4 actual size) 


Makes a difference on earrings 


Artistically designed Ballou ear clips are popular 
with jewelers everywhere. Their quality construction 
vives just the right tension for security, yet offers 
maximum ear comfort. Available assembled or unas- 
sembled. No. 66 (2/3 size of No. 67) recommended 
for the gold manufacturer. It will pay you to insist 
on Ballou findings. 


B. A. BALLOU & COMPANY, INC. 
61 Peck Street * Providence 2, R. I. 


SOLD TO THE MANUFACTURER 











FINDINGS — 
The Foundation of Good Jewelry 














GOLDEN WHEAT PATTERN. LUSTROUS 
COIN GOLD DECORATION ON FINE 
PORCELAIN. 

20126 2 Tier TidBit $30.00 dz. sets 
20230 8” Meat Plate 5.40 dz. pcs. 
20602 Tea Cup Saucer 6.00 dz. sets 
20231 6” Single TidBit 6.60 dz. pes. 
20590 Coffee Pot 24.00 dz. pes. 


20595 Sugar and 
Creamer 12.00 dz. sets 


20182 Tea Pot 15.00 dz. pes. 
20183 Sugar Cream 9.00 dz. sets 
2768 Smack Set 6.60 dz. sets 
2870 Tea Cup Saucer 6.00 dz. sets 
20121 3” Egg Cup 3.60 dz. pes. 
40123 7” Ash Tray 6.00 dz. pcs. 
30119 Salt and Pepper 3.60 dz. pr. 


4849 Cigarette Set 
w / Trays 6.00 dz. sets 


20120 Sugar Creamer 6.60 dz. sets 
20125 3” Coaster 1.80 dz. pes. 
20124 4 Nested Trays 6.60 dz. sets 


SHOWROOMS GEO. ZOLTAN LEFTON COMPANY 


CHICAGO—Merchandise Mart 


MEM YOUK-225 Fit fren 3622 S. MORGAN STREET, CHICAGO 9, ILLINOIS 
LoS HEALS —SNSED Shape CHICAGO SHOWROOMS + 1555 Merchandise Mart 


DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St 








- 


every year! 
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ONLY Chational Adding Machines have Live Keyboard oe 
plus 13 other vital Owner-Operator features! 


Never before haveso many time-and-effort- 
saving features been placed on one adding 
machine. Compare them—feature by fea- 


ture—with any other adding machine: 

1. “Live” keyboard. 

2. Instantly adjustable keytouch. 

3. Automatic clear signal. 

4. Subtractions print in red. 

5. Automatic credit balance prints in red. 

6. Automatic space-up of tape when total 
prints. 

. Large answer dials. 

. Easy-touch key action. 

. Full visible keyboard. 





Automatic ciphers. 
. Rugged duty construction, 
. Keyboard interlock. 
. Four-way paper space control. 
. Three-way repeat. 
(quietness and beauty, too! ) 


Reduce hand-motion and effort up to 50% 
with National’s “Live” key- 
board, instantly adjustable to any oper- 
ator’s touch. Every key operates the motor 
—so you can forget the motor bar. No 
more back-and-forth motion from keys to 


exclusive 


motor bar. 


THE NATIONAL CASH REGISTER COMPANY, pvarron 9, ox10 


989 OFFICES IN 94 COUNTRIES 


re nf eee ee eBeeee eee eee 


A National “De luxe” Adding Ma- 
chine pays for itself with the time- 
and-effort it saves, continues sav- 
ings as yearly profit. One hour a 
day saved with this National will, 
in the average office, repay 100% 
a year on the investment. See a 
demonstration on your own work, 
Call nearest National branch office 


or dealer. See phone Cis 


book yellow pages. 
* TRADE MARK REG. U. 8. PAT. OFF, 7 
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Jeweled Necklace by TRIFARI 


Unmistakably the finest in fine leathercraft, exquisitely hand beaded in France: 
Paris Purses, Matching Billfolds, Cigarette Cases, Eyeglass Cases and Compacts 
specially styled for the exclusive jewelry trade to retail from $5 to $20. 
(P726 illustrated, with pastel hand beaded floral placque, $7.50.) 

The Daniél Collection is distinguished for its original copyrighted designs, 
luxurious leathers, jewelers’ bronze imported English frames, 24 kt. gold tooling. 
Each piece is beautifully boxed as an authentic “gift from Paris”. 
Join America’s foremost jewelers in featuring Daniél for prestige and profit. 


SEE YOUR JEWELRY WHOLESALER OR WRITE DIRECTLY TO US FOR COMPLETE CATALOG 


H 0) UJ S F () 7 \\ AS H EXECUTIVE OFFICES: 316 BARROW ST., JERSEY CITY 2, N. J. * HEnderson 5-5900 (DIRECT N. Y. PHONE Digby 9-1230 


NEW YORK SHOWROOM: 10 W. 33rd ST., ROOM 1102 * PHONE CHickering 4-3337 
NEW YORK * PARIS * LONDON * ROME 


CANADA: HOUSE OF NASH, LTD., 299 RICHMOND ROAD, OTTAWA « PArkway 2-2557 
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y band in your ' 


and E 
PRECIOUS CASH 


walks into your > 
MATIC means ever 


salable. 
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SLIDING LOCK SIZE-0-MATIC 


% x _ a aye Never again will you stock a 
: band you cannot sell. No 
more stocking longs, regulars 
or shorts: one band fits them 
all! It's so easy: UNLOCKS 





i ie a Gt with a single stroke... 
A / / ADD OR REMOVE any number 

a ae of links (not just one or 
4 »: — oa two!) LOCKS and stays locked 


with a single stroke. 


ONE LADIES’ BAND FITS THEM ALL! 


All links (not just one or two!) separate 
for size adjustments! No more stocking 
longs, regulars and shorts! 


FLEX-LET 


Corporation 
980 Fifth Avenue, New York 36, New York 
In Canada: Guildcraft, Ltd. 119 Adelaide St. W., Toronto 
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answer is FLEX-LET’S 


“OPERATION SWITGH © 


——— 


Vill) +} 
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SWITCH To FLE 


and you ALWA 
PROFIT 


‘ory has NO LIMITA 
Wrist | 


X-LET 


YS 
. Because trae THE SALE and maxe 
°x-Let Size-0.Matic. , 
, TIONS. you size your in 
~ + You interchange 


THE 
ven- 
mt the bang to fit any 
Ends to fit any watch 





cwiTCH FROM 


ro FLEX-LET 


uts right in your 
pROFIT on each 
Flex-Let 


it! 
Flex-Let lets you keep it! 


GIVES YOU THESE EXCLUSIVE FEATURES! 


INTERCHANGEABLE ENDS 













Completely “interchangeable ends’ 
mean your Flex-Let inventory is 
always “fresh-as-cash”’! 

Interchange any curved with a 
straight end! Interchange any end 
with any 5/8”, 11/16”, or 3/4” end! 
Interchange ends of any $4.95, 
$5.95 or $6.95 bands with ends of 
any $9.95, $10.95 or $11.95 band! 


Send for your free 
BASIC INVENTORY CONTROL PLAN 


The famous FLEX-LET 


for the life 
of the 
watchband 


e creates more 
watchband sales! 









Flex-Let Corporation 580 Fifth Avenue New York, New York 


[] With no obligation send me the Flex-Let Basic Inventory Control Plan, to help 
me better manage my watchband department and make maximum profits. 


[] Yes ... have your salesman call on me when he is in my area. 
0 
a 


STATE 


ae 


ORDERED BY SET 














AND HAS SI AINLESS eT EE 


DURABILITY 






This is the most important and 


vital development ever made about of Flex-Let superiority! 


PROOF 


that every ladies SIZE-O-MATIC 
telescopic band you stock should be 


STRENGTH YoU CAN SEE! a Flex-Let band! 


ladies telescopic bands! It’s 


another Flex-Let first! 








™ Tan aa jie 
LADY LEE 
STYLE NO. 230 — 1/20 10K. Yellow or white. 


4 ee P| Tic ; retails $7.95 T. 1 


Your PLUS Profit Keystone $5.70 





Pe , - 





, a? > 
STYLE NO. 210 — Gold Filled — 1/20 10K. {| bs : 
Available in Yellow, pink, and white. “ > : 
retails $6.95 T. I. 7 pe — tion =z : 7 8 
SIZE-O-MATIC = your PLUws Profit — Keystone $5.20 a — eh my — ; 
these GOLDEN STRAND 


STYLE NO. 275 — 1/20 10K. Yellow, pink, or 


T white. 
es fq ¢t- gel ng SIZE-O-MATIC your piws niet a caee $5.70 
—_ : sty (A 









"aaiiisieel € i cme 
CHIC ‘ ~~ 
STYLE NO. 284 — Gold Filled — 1/20 10K. +00: y 
Available in Yellow and white. | 





retails $9.95 , oe F 
SIZE-O-MATIC Your PLUS Profit — k 


Keystone $5.90 


Py as 


LA BAGUETTE 
FI FX F 580 Fifth Avenue, New York 36, New York nt ah ank .. 1/26 20K Vallow ox white 
se: . 


retails $9.95 » ee 2 
In Canada: Guildcraft, Ltd. 119 Adelaide St. W., Toronto SIZE-O-MATIC Your Pwws Profit ae ! 


Keystone $7.00 





eT «sss 














you will stop merely stocking crosses 





and will start really selling crosses — 








trom the moment you adopt 


‘FLEX-LET'S Complete merchandising program! 








j e Flex-Let’s 2 Hex-Let's 


: e Point- of - Sale 
Advance Package! Cross-Sellector- Unit! 





3. Flex-Let’s 


Show and Sell 4. Flex-Let's 


Fabulous Display! 





Showcase Tray! 





turn please 





More Mote 


LEX-LETS GompeeCROS 


us 
= 















#500 FLEX-LET CROSS 
SELLECTOR UNIT. 


7 Displays 24 CROSSES at one time! 
Beautifully designed in luxurious 
leatherette and white satin 
highlighted with gold printing. 
When you make the 

Sale, place the pad 

in the famous Flex-Let 

package. 


It’s yours FREE with 
each order of 4 dozen. 















A complete 
i Baa || "CROSS DEPARTMENT" 


} ) ‘ ‘ 
T § + il in one unit! 













12 styles in Series, 1/20 STERLING SILVER. 5 styles 8 styles in Series, 1/20 G.F 


G.F. Beautifully hand en- in Series. Deeply hand en- Classic designs hand en- 
graved or engine turned. graved. graved or engine turned. 
Retails $4.95 plus tax Retails $4.95 plus tax Retails $5.95 plus tax 
Your PLUS profit Your PLUS profit Your PLUS profit 

Keystone $4.20 Keystone $3.90 Keystone $5.00 








SERIES 3301 SERIES 1201 SERIES 2003 SERIES 2104 


- te Y I CH fin 


KING. Sze 
MARK yp 


for you! 








STERLING SILVER. 5 styles 5 styles in Series, 1/20 G.F. 9 styles in series. 10K Gold. 8 styles in series. 10K Gold. 


in Series. Distinctive de- Superb craftsmanship. Hand Yellow or white. The height Yellow or white. Superbly 
signs pilus hand engraving engraved or engine turned. of the hand engraver’s art. hand engraved or engine - 
at its best. Retails $6.95 plus tax YOUR COST turned. 

Retails $5.95 plus tax Your PLUS profit Keystone $7.70 YOUR COST 

Your PLUS profit Keystone $5.60 . Keystone $8.50 


Keystone $4.50 
ALL CROSSES SHOWN ACTUAL SIZE! ALL WITH CURBED CHAIN! 








Mote GRADUATION BUSINESS! Woo pegs with 


MERCHANDISING PROGRAM! 


a dynamic The most qdvanced = 


Ne UNIT! 
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+125 FLEX-LET DISPLAY ... gives crosses the point-of- 


purchase power they never had before . . . bringing you sales +100 FLEX-LET SHOWCASE TRAY... takes 
you never made before! Glowing cathedral quality is achieved crosses ‘out of the drawer’ and puts them where you can 
without special lights or wiring. Sell them: right in front of your customers. 


Yours FREE with each order of 2 dozen. Yours FREE with each order of 1 dozen. 


TERI 
CENSATIONAL 3” tor | OFFER! 


Now! Just when the jeweler needs it most! i i ees aes Seen di ee 


But — no time to lose: usual | Fiex-Let Corporation 580 Fifth Avenue New York, New York 
OFFER EXPIRES MARCH 31, 1958 order requirement Please send me the following crosses: 


@ #500 Cross Sellector Unit 4 vo: ee 
a See 


a SERIES pike Vedas? 
@ +125 Dynamic Display 2 voz.|| 1005-1/206F.| | | 2003_w.1/206r, |. || 
@) #100 Merchandising Tray 1. pox. 


eS a a A MR 
Pareto 

ema ee 

Total WDoz. 


Sage 
3301—Sterling |_| Rg ag 
1201—-1/20GF.| |__| Swlets01_120Gr| | 
bia | 
NOW! all $ with f order for 4 dozen 
Take advantage of this wertilithe offer Today... 


300 1—Sterling See Bee 
RUSH your order to FLEX-LET CORPORATION 
580 Fifth Avenue, New York City 
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FLEX-LET 















—Miniatur 


@ They are worn constantly, with or without other necklaces! It’s 
the newest fashion trend! 





@ Complete with 15 inch chain — suspends at exactly the right 
length that fashion decrees! 


® So petite! So dainty! So elegant! Every fashion-wise woman 
will buy on sight! 


99 


plus tax 


Your PLUS profit Keystone $4.90 


@ Packaged for extra gift sales ... a symphony of satin and gold. $ 





retail at 





style 3602 style 3601 style 3701 
engine turned plain Star of David 


Featured in VOGUE Magazine, 
America’s fashion authority 


as seen in 


ESN VOGUE 


14 KT. GOLD THIS 3 DIMENSIONAL, _——? iam 
6 COLOR FLEX-LET DISPLAY ‘ 


EX-LET bE WORW Constay 
MINIA TURES. ee Means more business — new business! And 4 KT. GOLD : SAIN IATU R E S 
THE FASHION yaar  - ‘hac 
Yes, ti this displ 4 ——_ 

THAT'S SWEEPING = iournodov oon you cote) gk 
can count on extra sales... extra profit! 
AMERICA! it’s yours FREE with your order of 6 
14 KT. GOLD MINIATURES ... any 
styles ... each individually boxed! 


580 Fifth Avenue, New York 36, New York 
Fi EX- [ In Canada: Guildcraft, Ltd. 


Corporation 


















119 Adelaide St. W., Toronto 








DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 


y£d FOR THE HAND BbLOvEO | 


Namo CAR 


ate, 
vy VILE : 


MATCHED WEDDING RING SETS 


Barel Bridals are Hand Carved Matched Wedding Ring Sets of 


unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 
is genuinely Hand Carved with the meticulous craftmanship that is 
traditional with renowned jewelry designer Fred Barel. And each 
one is a prestige-builder that sparks new sales, 


insures repeat customers. 


The Barel signature (03 appears in the 
shank of every ring, to assure you of a 


genuine Hand Carved original. 


exclusively designed by 


putliect 


Sold directly to the retailer 
by the manufacturer 


Free mats available 
upon request. 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC., 87 nassau street, NEW YorRK 38 
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Mr. Jeweler 


®Give YOURSELF 
®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 














Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged 
views of Watch parts PLUS a trilingual vocabulary of horo- 
logical terms. An explanation of Gemstone charatceristics, 
tables of weights and measures, Wedding Anniversaries and 











THE JEWELERS' 
DICTIONARY 


$@.50 


Post Paid 


Hard Cover Bound in Rich 
Blue Cloth with Gold 
Stamping 





lists of Birthstones. ae 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 
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AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerels of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 


Pp JI AR.KFY ’ RRIJAR 

















TIMEX 
WATERPROOF* 


A 


plus tax 


*as long az erystal, case and crown remain intact 


WORLD'S LARGEST MANUFACTURER 
OF WATCHES, SPONSORS. ...... 


THE STEVE ALLEN SHOW 
SUNDAY NIGHTS 8-9 P.M. 
IN FULL COLOR ON NBC-TV 


Are you ready for another successful Timex watch 
selling season with Steve Allen? Check your inventory 
... be sure you have adequate stock to meet the heavy 
consumer demand. Ask your Timex distributor for 
the new display assortments and feature Timex 
watches on your counters and in your windows. 
Remember, your customers will be asking for the 
Timex watches featured on the Steve Allen Show. 


MORE PEOPLE BUY 


TIRAE x 


THAN ANY OTHER WATCH IN THE WORLD 
500 Fifth Avenue, New York 36, N.Y. « 1300 Jane St.,Toronto 9, Canada 














Remembrance 
Bracelets 


in a wide variety 


a of chain designs 
~, Available in 
" >. Sterling Silver * 1/20-12 K.G.F. 
— 10K and 14K 





: SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 
NEW YORK + CHICAGO + LOS ANGELES 











Write for more 
information on Mason TH 


Custom Designed boxes. 523 MT. HOPE STREET 


ATTLEBORO FALLS, MASSACHUSETT 


“The Medal 
of the Wlonth : 


Catamore Medals 


handsomely crafted of 
precious’ sterling’ silver 
and the finest, distinctive, 
most beautiful original 
designs. Sales are bound 
to increase—and  profit- 





OW. Box co. 





FEBRUARY 
BAND OF 
THE MONTH 








"Summer Pastels complementing accessories to milady's ward- 
robe. Subtle stones and gleaming meta Mark Vil's bright new 
‘original’ for Summer. In White, Jet Black, Rose and Coral. individu- 
ally carded or in an assortment of twelve with striking book display 


Your wholesaler carries a complete line 
of our watchbands and expansion idents 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 
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EMBLEMATIC RINGS 


Masonic Blue Lodge with 2 dia- 
monds, 10 K gold inlaid em- 
“. 
Asy, ~ GX > blem and synthetic ruby stone. 
ALLY (ey _W 
) } No. R180/6 


e- i. inl , ohh NE eg 
Nae $51.00 each Keystone 


} 
. 
4 
x” 


Masonic Blue Lodge with 4 dia- 
monds, 10 K gold inlaid em- 
blem and synthetic ruby stone. 


No. R181/6 
$66.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 


CROSSES 


Beautifully designed heavy 
weight Sterling Silver 
crosses. Plain with bevel- 
ed edges ig'' chains. 
Luxuriously gift packaged. 


A. No. 5770 
B. No. 5771! 
C. No. 5772 


Shown actual size 


RIPLEY & GOWEN CO., INC. 
ATTLEBORO, MASSACHUSETTS 
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this is your opportunity 
to repeat, with Artcraft 
TURQUOISE, your very great 
success with Artcraft JADE. 


\ 


\) 


U 


\ 


= i 


a superb collection 
of turquoise jewelry 


By rare good fortune, a choice assortment of Royal Blue Turquoise of exceptionally 
fine quality — recently arrived in port — has been acquired intact by ARTCRAFT. 
These lovely stones, beautifully cut and fashioned by continental-skilled craftsmen, 
have been mounted in ARTCRAFT-designed Jewelry of great distinction .. necklaces 
earrings . . bracelets .. brooches. . for you to offer at values that are exceptional! 


a complete franchised 
self-service program for you 


ARTCRAFT provides everything you need to capitalize AT ONCE on Fashion’s Trend 
to Turquoise... 


including - 

an eye-compelling “show-piece” Display for your window . . . beautiful Illustrated 
Brochures on the fascinating Story of Turquoise interpreted in exquisite ARTCRAFT 
creations ... smartly designed Envelope Enclosures for your mailings ... Mats for 
your advertising. 


he 
os Delp! 


COUPON TODAY — 
RIGHT NOW! 


ARTCRAFT JEWELRY CO. Dept. K-10 
1 West 47th St., New York 36, N. Y. 


Rush full particulars about Artcraft Turquoise 
Jewelry and your Franchised Sales Program 
for Retailers. 
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packact 


WE USE O 
cactOoRyY 


9 PART? 


in S 
FINE 
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Build up your Service Department with this 
lively, live-action, three-piece display, designed to 
get action at Watch Inspection Time, March 10-22. 

Let this side card, on the left, show that you use 
nothing but official, factory-packaged parts! The 


materials you use and the service you give put ove) 


“For the gifts youll gv 








hirw ‘ 


TR CATOOMAKERE OF BWITEAML AND 4 FE OER ATION OF THRE manana oF Jenseled-Lever \. 
a 


LS RLS Ly fy. 


OWE 


the soundness of your Service Department. 

The free, 12” by 14” trafhic-stopper imitates the 
action of the balance wheel, jeweled-lever and 
escape wheel. In striking blue, gold and red that 
draw customers to your window, your counter. Gets 


over its vital message fast! 


with pride, let your jeweler be your guide” 




















THE 
COMBINATION THat COUNTS 
THE WorRD S21:/¢« 
ee 
ON A 


PINE Cte), d-Lleyey WATCH 
——\tieeeee, 


Tie up with consumer ads! The side 
card, above. features the importance of your 
advice about the combination that counts—a 


strong selling point now being stressed in the 
advertisements reaching the 52,300,000 read- 
ers of Look and Reader's Digest. 
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Get ready right now for Watch Inspection Time. This 
vear it can be more Important to vou than ever betore. 


This year you can start to build your reputation as a 
better merchant than all the non-jeweler competitors 1m 
town. By ordering and using a// your Watch Inspection Time 
promotion material—3-piece window display, mats, re 
prints of national advertising, Watch Inspection Time in- 


struction folder. 


So make this the biggest Watch Inspection Time ol 
all tume! Surround your window display with loupes, test 


1112 


“> 


machines. dials. crystals. Emphasize the extent. the 


professional shill of vour service! 





wh 
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"MWAR@RS Of 
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National advertising backs your promotion with the classic 
illustration by Norman Rockwell that calls America’s atten- 
tion to Watch Inspection Time for the tenth year. 

Use your free newspaper mat ads to feature the profes 


sional watchmaker as never before! Budget for them now. 


Your promotion kit is your key to Watch Inspection 
Time. Be sure to use the materials recently mailed you - 
including your mat ad sheet with order blank, and instruc- 
tion folder. We can supply you only if vou order. If vour 
kit has not arrived, we welcome your request. Write airmail 
to: The Watchmakers of Switzerland, c/o Suite 1105, 730 
Fifth Avenue, New York 19, New York. 

Kine 
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SILISS Hatches 
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HERE’S THE TRADE-MARK 


"RA 1 cP 


“MARK REG. U.S. ANY 


THAT HOLDS THE TRADE 


t’s not enough merely to attract business. The thing is to 
hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- | 


tion of repeat buying. Products bearing the hon- 


Hp; iting 


orable Whiting & Davis trade-mark have been in- 


spiring this confidence for eighty years now. And 4Nawea 440 
\\ i AYR CREATION 


the best stores in the land feature it with profit. 


Wuitinc & Davis, Inc. * Plainville, Mass. : —_ - 


& DAVIS 


HAND IN HAND WITH FASHION—SINCE 1876 


YSTONE 








FEBRUARY 19 
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NOW...FROM RONSON 


A SENSATIONAL NEW KIND 
OF HAIR DRYER 

















$14.95* retail 


ONLY THE RONSON HAIR DRYER HAS ALL THESE OUTSTANDING FEATURES: 


e Fastest Drying-Power Ever! Never before a hair dryer 
that dries so fast, so completely! 


e Can’t Overheat Ever! Never hot to the touch! Exclusive 
outer-shell, inner-shell design prevents overheating! 

e Powerflow Heat Output! Uniquely engineered inner- 
duct construction concentrates heating power thru 
dryer nozzle. 

© 2-Way Blower Switch! Warm air—cool air—at the flick of 
a switch! 


e Whisper Quiet! Noise-free operation with ingenious new 
fan and power unit design! 

e Extra-long 8-foot Cord! (Offers new ease and convenience 
..and it’s smartly color-blended! 

e Decorator Designed! Streamlined! Beautiful! In three 
feminine fashion colors: Bermuda Pink, Pacific Blue 
and Desert Yellow! 

e Light and Portable! [its easily in the hand, stands sol- 
idly on a table! 


The new Ronson Hair Dryer will be pre-sold to your customers through powerful national magazine and 
newspaper advertising! New Ronson Hair Dryer is available now...contact your Ronson supplier today 


... for the dryer by the most respected name in gifts 


Ronson! 
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PARENTS \ Good Housekeeping 
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.»-MAKER OF THE WORLD'S GREATEST LIGHTERS AND ELECTRIC SHAVERS 
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. heralds the start of the International Gruen 


Build of Fine Jewelers... A milestone in modern 


merchandising. 
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The International 


| Gruen Guild of Fine Jewelers | 


This symbol will mean the guarantee of profitable watch 
selling — for members of the Gruen Guild because it 


Protects your watch profits. 


.. Insures your dollars invested in Gruen watch 


inventory. 
Protects you from non-jewelry store outlets. 


Insures faster watch turnover. 


Realistic? Yes — and guaranteed as well. 
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A great new plan sparked by solid, profitable promotions... 
unusual sales helps. And the watches you feature under the 
Guild plan are quality products from the most modern watch- 
making plant in all Switzerland...Gruen-The Precision Watch”! 























FIRST IN THE NEW GUILD SERIES 
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6 ladies and 6 men’s watches — set in luxurious velvet—framed in a 
background of rich antique wood. This magnificent watch tray — and 
motion display, plus 2 single watch frames . . . and your window has 
prestige and sell-appeal, to bring profitable business into your store! 





PLUS MAILERS VALUE PRICED 


a complete Window 
and In-Store Promotion Kit PROFIT INSURED 


| 


GRUEN .. The Precision Watch®—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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As appearing in full color in VOGUE, February 


FASCINATION 
Magnificent psuedo-pear! beauties 
with almost-real stones—in 
ruby, sapphire, emerald or jet 
colors. Necklace, 10.00; 
Braceiet, 7.50; Earrings, 5.00 
Prices plus tax. Not authentic 
unless stamped TRIFARI. 
Jewelry design copyrighted. 
ress by Adele Simpson 
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Gordon Brothers, with fifty-five suc- 
cessful years of varied experience, 
can help you select the best way 
for you. 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 


RC AR kt 









































Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. * General Plate Division—Metals and Controls « Horton Angell Co.*Improved Seamless Wire Co. 
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PRODUCTS 


ai that BOOM in the Spring 


~ 4 
> . 
~~ 
- wire 


of year when it’s easier than ever to trade up to Gold Filled. 


a 


- Just ahead is the big Spring gift season... the time 


But you can’t trade up... you can’t increase your profit by trading up 


unless you make sure now that you’re well stocked in Gold Filled. 


STOCK UP ON GOLD-FILLED FOR MOTHER'S DAY 


More and more manufacturers are making more and more 
beautiful things in Gold Filled. You'll find a wide range of 
women’s jewelry — fashioned-styled . . . fashion-new. 


Check your sources and stocks now! 


STOCK UP ON GOLD-FILLED FOR FATHER'S DAY 


New, striking pieces in Gold Filled men’s jewelry can mean 
extra dollars per sale for you. And don’t forget such 
Gold Filled favorites as watch bands, lighters, buckles 


and other accessories. 





STOCK UP ON GOLD-FILLED FOR GRADUATION 





A wide stock of Gold Filled watches, pens and pencils and 
jewelry will mean more sales ... bigger sales... 

more profitable sales for you. 

Check Your Sources. Check Your Stock 

Get Ready for the Gold Filled Season 


RIDE THE TIDE TO GREATER PROFIT 


. 


Leach & Garner Co. « D. E. Makepeace, Division — Union Plate & Wire Co. * J. Stern & Co., Inc. « Standard Metals Corp. + A. T. Wall Co. 
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Photo by LEN STECKLER® 


THERE’S MORE TO Mare Nicolet 
THAN MEETS THE EYE 


Marc Nicolet is not just another watch. . 


. it is a watch created for the sole purpose 
of meeting today’s extremely difficult merchandising problems. The exquisite styling — 
precise accuracy — and the fine name of Marc Nicolet assures you of satisfactory 


profits, and satisfied customers. Never a grumbling about being able to buy this 


Mare Nicolet 


Custom Built Watches Since 1886 
the United States and Canada 


Exclusive Distributors tr 
WINTON WATCH COMPANY, 64 WEST 48th STREET, NEW YORK, N.Y. 
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Personal Import Plan offers diamonds of every 
description at low Antwerp prices. Orders are 


€illed from 1800 vaults at our disposal 


Diamonds come direct to retailer in special 
airmail boxes. Jewelers report success with 
boxes as exotic touch in window displays 


Antwerp Diamond Club certifies weight of each 
Personal Import Plan shipment. All shipments 
insured by Lioyd’s of London 


NOW... IMPORT YOUR OWN DIAMONDS 
DIRECT FROM ANTWERP 


World's greatest diamond market, Antwerp 
offers world’s lowest diamond prices - prices 
now available to U.S. retailers through Personal 
Import Plan 

ar 


4 


er 


Lodewyck van Bercken discovered principles 
of diamond grinding in Antwerp in 1476. 
Antwerp diamond industry still maintains old- 
world traditions of craftsmanship 


rr 
v C)AJF 
, ‘ ¥ 


Personal Import Plan cuts red tape, 
brings Antwerp diamonds direct to you 
at savings up to 1/3 


Antwerp, Belgium. — If you could 
personally visit the Antwerp Diamond 
Exchange you would see at a glance 
why it is the very heart of the world’s 
diamond industry. 

For here you would see, in endless va- 
riety, the world’s finest diamonds at 
the world’s lowest prices. 

No wonder wholesalers and importers 
flock to Antwerp by the thousands, 
spending tens of millions of dollars 
annually for more than half of all the 
diamonds sold in the U.S. 

No wonder, either, that alert jewelers 
all across America are taking advantage 
of our Direct-from-Antwerp Personal 
Import Plan. 


The Personal Import Plan does the 
next best thing to bringing you to 
Antwerp: it brings Antwerp to you. 
Under the Personal Import Plan, you 
become in effect your own diamond 
importer. Your cost no longer includes 
the middleman’s mark-up. You get 
your diamonds direct from Antwerp 
at prices anywhere from 1/5 to 1/3 
below what you are used to paying. 


Result : more of your customers at- 
tracted by better diamond buys — and 


up to double the profit for you on eve- 
ry sale. 
Buying diamonds under the Personal 
Import Plan is as easy as buying from 
your wholesaler. There is no ted tape ; 
there are no extra charges. Through 
our special facilities, we handle all pa- 
per work at this end. We also pay the 
shipping, banking and insurance costs. 
All you do is study our price list, spe- 
cify exactly the diamonds you want — 
size, grade, color, cut — and mail us 
your order (no order is too large, no 
order too small). 
A few days later the postman delivers 
direct to your store your Diamonds. 
from-Antwerp airmail package. All 
shipments are insured by Lloyd's of 
London — and your satisfaction 1s 
guaranteed. 

Free Price List 
We believe that you, like hundreds of 
other U.S. jewelers, will find in the 
Personal Import Plan just the idea you 
have been looking for to step-up your 
diamond profits, render better service 
to your customers. 
But judge for yourself. Right now, fill 
out and airmail the coupon below for 
free descriptive folder and price list 


© JOACHIM GOLDENSTEIN 


Diamond Club - Antwerp - Belgium 


Yes, I am interested in cutting my diamond costs up to 1/3 by doing my own 
importing direct from Antwerp. Please airmail free descriptive folder and price list. 


ee 
ADDRESS 
CITY 


ZONE _. 


STATE 


AIRMAIL COUPON NOW (15 cents postage for airmail to Denael 
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Planning a STORE-WIDE SALE? 
A Complete ve dl Package $ 5 () FOR EVERYTHING 
... so you can ‘DO IT YOURSELF!” YOU NEED TO RUN 


ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas Store Name STOCK LIQUIDATION 1 SALE 
sure to draw Crowds seams PUBLIC NOTICE! Sveé2 ON THE PREMISES: EVERYTHING AGO! 
b 
* | SS, 
NEED CASH SPECIALS? Oo ee WATCHES! JEWELRY! 


= , — CED? ms 
) 
We can serve you on Memorandum with several hundred ACRIFI ‘Ve 


LARA a A eh Bi ad pe 


of th h ttest f ft li fi m - i AT meviR 10 Bb FORGOTTEN SAVING 
e hottest fast selling profitable traffic items, in- Bag ae WERE ym we ARE v: 





cluding Advertising Copy that will make your sale a suc-} _ Our Loss Is Your Gain— We Overbought and Merchandise Is Piling 
Now We Are Forced To Liquidate This New Cuaranteed Stock At 


f "" 
cess any month of the year Ea DISCOUNTS UP TO 75% FREE 
GFT? 


Consult us in confidence. We can refer you to a number | Bysia %Sw™ Sse Th Gems tech iain le A EA 


of Jewelers who have run Successful and Profitable Sales 10 A. M. TOMORROW - - THURSDAY Ls. 
ROAR Oe mESMENT Soom” FOR THE FIRST 100 | sercrecr amcres maces 7c 


with our service. Write, wire or phone for details! No DIAMONDS PEOPLE AT OUR DOORS WATCHES 
town too small for a SUCCESSFUL SALE! We can rec- aa MELie Pee) wre mantms: TOMORROW ATIOA.M. | 27 rae owes? POCksae O5FERED 
ommend Experienced Sales Supervisors at nominal fee— | 
upon request! 


CLOSE OUT 


m MANO FARLY FOR YOURS 


ALL THIS AND MORE! iim Sac Somme = cs 
A COMPLETE SALES PROMOTION ADVERTISING : | OUT THEY 60 


MAT SERVICE, FLEXIBLE FOR ANY KIND OF od 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- SAVE UP 10 75'.» & DOLLAR 
NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL! | (ota 
EVENT! DIE CUT DIAMOND RING AND STONE | | 
RING SPECIAL SALE CARDS 200 INCLUDED! icescor ccs i600 | mn 
SPECIAL RADIO CONTINUITY 25-50-76-100 nal al 
WORD DYNAMIC SALE ANNOUNCEMENTS! TM ARTICLE Guanandtid” ’ On NOT GOING BUSINES. 
DIAMOND MERCHANDISE CONTEST, DOOR anne BONES on 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD SECA fin 646 2OKeS — id 
GETTING IDEAS! COMPLETE SURPRISE PACK- — awe : 
AGE MYSTERY BOX PLAN WITH MATS AND “yrore BARGAIN 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT: — 
| PICK ae 
FREE GIFT OFFER, pop PENNY IDEA, BUSHELS eT 


You, too, can und your store with custom ers. _ one They sow: They bought! 











J. BIELER PROMOTIONS Whalale Disriatr 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 











JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1958 





TEAR PAGE ON DOTTED LINE FOR CATALOG USE 


th 
sie 


STOP WATCH #75. Starts, stops, returns to zero with 
successive pressures on the crown. Registers up 
to 30 minutes with 1/5 second timing. Great for 
sportsmen! 7-jewel, chrome case. $21. 


(Keystone $26.40) 


CROWN AND SIDE PIN TIMER #97A.Successive pressures 
on the crown start, stop and start this watch 
again. The side pin brings the hands back to 
zero. 1/5 second timing, 30 minute register. 
Time-out feature makes this watch vital to 
scientists, engineers, technicians, mechanics. 
7-jewel, chrome case. $27.50 (Keystone $26.40) 


Show customers this page; 


it’ll help you sell 


technical 


watches 


or 
every 


special 
need 


CROTON 


404 Fourth Avenue, New York, N. Y. 


ee on ween dnd ce anewewcewns 


ta 
ee 


1/10 SECOND TIMER #95A. A fine industrial watch. 
Registers up to 15 minutes, with accurate 1/10 
second timing. Starts, stops, returns to zero by 
successive pressures on the winding crown. 


7-jewel, chrome case. $27.50 (Keystone $26.40) 


DECIMAL TIMER FOR INDUSTRIAL USE #98. The perfect 
industrial watch! Measures the minutes in por- 
tions of one-hundred units. Operated by side 
slide and crown . . . slide starts and stops the 
hands, crown returns hands to zero. Registers 
30 minutes. 7-jewel, chrome case. 


( Keystone $26.40) 


ALERT #52. A wonderful gift for travelers! Just set 
small red hand to hour > sorkaes Sgpt- alarm rings 
automatically! Waterproof," shock-resistant. 17- 
jewel, steel case, leather strap. $59.50 
(Keystone $51.80) 


* waterproof providing case unopened, crystal intact. 


*veeee#ee#es 


*eeveee 


CROWN AND SIDE SLIDE TIMER #96A. A must for football 
and basketball officials (and fans!) 1/5 second 
timing. 30 minute register. Side slide starts and 
stops second hand. Crown pressure returns it to 
zero. 7-jewel, chrome case. $27.50 

(Keystone $26.40) 


SPECIAL DUTY RAILROAD WATCH #107A. Tough, unbeat- 
able Croton parts, set in a gleaming nickel case. 
Clear, distinct dial for accurate time checking. 
Any railroad man would be proud to own one. 
17-jewel. $35.00 (Keystone $29.80) 


CHRONOGRAPH #102. Wonderful for servicemen, 
all sportsmen. Features: a telemeter, tacho- 
meter, continuous running second hand, start 
and time out button, return to zero button, 1/5 
stop watch scale, minute recorder and records 
ing hand! Waterproof," shock-resistant. 17-jewel, 
i cesalens steel case, fine leather strap. $75.00 
(Keystone $63.80) 


CROTON WATCH COMPANY, 404 Fourth Avenue, New York, N. Y. 


Please send me the following technical watches: 
(Lliustrated) 


___._ Alert #52 


Decimal Timer 


Stop Watch #75 1/10 Second Timer #95A_____Crown and Side Slide Timer #96A 
Crown and Side Pin Timer #97A____ 


Chronograph #102. 


Railroad Watch #107A 


(Not shown) ____ Yachting Chronograph #103. Same as #102 with special additional timing feature. $85.00 
) 


(Keystone $67.80 


Chronograph #127 Official watch of air pilots! 12 hour recorder. 


Waterproof, shock-resistant stainless-steel case. $120.00. (Keystone $91.80) 


Name 
PLEASE PRINT 


Address 





Store News. 


_Zone_. State 








City 5 


WATCH 


COMPANY 


Railroad #107A, Alert #52, and Chronographs guaranteed unbreakable balance staff and mainspring. 





SUSSEX 
RE SISTAL 


UTOMAT. 


Set the retail price YOU want 
on these 17-jewel lever movement SUSSEX beauties! 


Which of these resale tags would you put on this Sussex: $16.95... $19.95... $24.95... $29.95... $39.95... $49.95 ? 
You can have any of these tags.* On this watch, you choose your own resale price... your own markup... 
your own profit. It’s the only quality watch that lets you write your own ticket. 


How much can you get from a low-end watch? Look: 17 jewels - guaranteed unbreakable balance staff and main- 
spring « radium dial « sweep second hand « water-resistant + shock-resistant 


These features are usually found in high-priced watches. Now you can offer them to your customers 
in an expensive-looking leader. Increase store traffic ... increase your profits ... with the Sussex. 





RESISTAL CHROME 
Keystone. . .21.60ea. 10 pieces. . . 19.80 ea. 
2 pieces. . .20.80 ea. 25 pieces. . . 19.00 ea. 


17 jewels, guaranteed unbreakable balance 
staff and mainspring, water-resistant, shock- 
resistant, chrome top, steel back, radium 
dial. sweep second hand. 


LO, 


WATERMATIC 
Keystone. . .2780ea. 10 pieces. . . 25.80 ea. 


17 jewels, self-wind, guaranteed unbreakable 
balance staff and mainspring, water-resistant, 
shock-resistant, chrome top, steel back, 
radium dial, sweep second hand. 


Keystone. . .2980ea. 5 pieces... . os 


17 Po guaranteed unbreakable balance 
staff and mainspring, water-resistant, shock- 
resistant, chrome top, steel back, radium 
dial, sweep second hand. 


CROTON WATCH CoO., INC. 
404 4th Ave., New York 16, N. Y. 


Please note: | 
all prices 
include | enema aie 
display boxes. | 
Deduct 60c | 


for each piece | 


0) Resistal Chrome O) Resistal Steel [] Watermatic 


[} Amazon C) Timer-7 jewels 


if no box | *I want these free resale tags with my order: 
is desired. | 6 16.95 019.95 9 2495 029.95 0 39.95 1 49.95 





RESISTAL STEEL 
Keystone. . . 23.60 ea. LO pieces. . . 21.00 ea. 
) pieces. . 22.80 ea. 25 pieces. . 20.20 ea. 


l7 jewels, guaranteed unbreakable balance 
staff and mainspring, water-resistant, shock- 
resistant, all stainless steel case, radium dial. 
sweep second hand. 


Gi 
bud \ \ , 


bi wl as 1 


TIMER 


Keystone. . .1780 ea. Economy model stop 
watch with start-stop, return-to-zero button 
in the stem, 7 jewels, 1/5 second timing, all 





(PLEASE Print) 


Store Name 





Address 





City 





Zone State 








CROTON WATCH COMPANY 


404 Fourth Avenue, New York, N. Y. 





Introducing the exclusive T.1.C. Plan 


A STAR-STUDDED PLAN THAT MUST 
SELL MORE DIAMONDS FOR YOU! 


FIANCEE 


© TIC Plan 


y 
GOLDSTEIN-GERSON 


.1.C. INVENTORY Contron Pian 


idstein Gerson. f s for the most complete 
Ss ection o , tailored mountings, now introduces 
the exclusive’and revolutionary T. |. C. Plan. 
For the first time, you can have all head sizes, all head 
variations, all style variations, in all price ranges at all 
times, and never have to worry about ‘‘dead stock.” 
What is more, the T.1.C. Plan does not cost you 
one cent extra! Be sure to ask your Goldstein-Gerson 
representative about this fabulous plan that means 
greater profits for you! Do it today! 


SOLD. THROUGH WHOLESALERS ONLY! 


Goidstein-Gerson co.,inc. 
Vhe Touse f Fiurhiaile YO WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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ee revolutionary diamond mounting! 


THE MOST BRILLIANT NEW 
MOUNTING THAT SYMBOLIZES 


THE SANCTITY OF MARRIAGE — 


“Cathedral " 


fetal se UCI 


CREATED 
AND PRODUCED 


ONLY BY 


Goldstein-Gersomp ¥ 


Even the finest art work 
cannot convey the brilliance 4 
— the customer appeal — 4 

the sales potential of ™% 
“Cathedral” Mountings by ~ 
Goldstein-Gerson. Here is 
everything you need to sell 

and profit. See your | 
wholesaler at once! il 


Cee Crete ie voto Pa i alter 
/he Toute of Fuhdale 30 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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Search your shelves, search the world over . .. you ve never seen a man’s band 
like this! An Adjust-O-Matic expansion band that stretches to the full without 
a spring in sight. Looks like solid gold! Bound to bring solid profits! See the 


Kreisler Imperial soon. Yellow gold-filled and in gleaming stainless steel: it’s 
I a e 2 





unique, it’s Adjust-O-Matic, it’s the world’s most distinguished watchband. 











NEW KREISLER IMPERIAL FOR MEN 


Free Display with Kreisler 


Imperial Assortment No. 70. 
Free flowing form in cabinet- 
maker wood and decorator 
fabrics. Warm, robust colors 
provide beautiful background 


for Kreisler lmperials. 





reister 


Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey 





A 
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[tiles 


A double blast for two new “Double Feature” styles! 
Fashion and sales go hand-in-hand at Kreisler. And 
now this original Kreisler design gets a new sales 
boost with Fashion-Aire leather inserts. Rich, mas- 
culine leathers that catch the eye and trigger the buy- 


ing impulse. Satisfy your selling impulse—see how 


this proven seller goes two steps ahead with the new 


Kreisler Fashion-Aire expansion bands for men! 





; 


pee IA 


Gp 


- Ae 
inh OE 






f 


Fashion-Atre hands Cari 
he included in Kreisler’s all-neu 


‘Select-A-Band” Counter 


Showcase with Stock Control 
Vault. Ask vour Kreisler 


rae 
Salesman about tt: 


eislter 


Jacques Kreisier Manufacturing Corporation 
North Bergen, New Jersey 











Palladium profit pointers ...one of a series 


...and white Jewelry is what your women customers want! 








More and more ... WHITE is becoming the popular And, as you know, palladium is well-known for its 

color for women’s jewelry. This trend is borne out natural whiteness. 

by a recent survey among jewelers... and confirmed Also, a diamond reflected by an illusion setting of 

in a recent survey among potential customers. palladium seems larger ... a point that your women 
In this latter survey 71% of the young women customers are quick to appreciate. 

interviewed preferred a white precious metal for The sparkling whiteness of all-precious palladium 

their engagement and wedding rings. can increase your jewelry sales, too. 


Palladium is modern ...white... light...strong... 
all-precious... easily worked... nationally advertised. 
PLATINUM METALS DIVISION THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, N. Y. 
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on drugstore 
Golenansyac 


The jeweler has exclusive rights to this 


Sold only by the jeweler . . . unlike most reliability. Sell Arpeggios with complete retention... new shock-resistant device... 
. . they're tops in their class. tarnish-proof case... genuine leather straps 
new metal is lighter, more durable. 


watches in this price range Arpeggios will confidence 
never be sold in drugstores, department, Revolutionary new materials: new Niva- 
variety or cigar stores or discount houses. rox hairspring ... mainspring made of anew 
Now you can fight competition with the unbreakable rustproof alloy . . . Viconic 
jewelers’ traditional weapons of service and pivots that insure less friction, more oil 


Guarantee: The burden of the guarantee 
rests solely with The Arpeggio Watch Com- 
pany. The ye weler will not be held respon- 


. ladies’ sport watch, gold- WATER BELLE ladies’ water- PENDANT 
ant watch srr 


Prism... ladies’ al watch i COED ; 
red, black or pink, with ma colored case, leather strap, $12.95. proof,* white case, $14.98. gold- = 
ing leather straps, $12.95 colored case, $16.95 with gold overlay 




















DOLPHIN 





handsome waterproof,* whit 


new line of low-priced beauties! 


sible at anv time. Each watch contains 


direct-from-manutacturer guarantee torm. 
You will be furnished special mailing 
envelopes so your customer can return 
watch direct to maker Orders 


for Arpeggio will be filled late in March. 


ior Service 


fa sh 
vold-colored 


$12.95 


THIN-ESTE ion 
ed mens 


leather 


square 
watch reserve 


Lraps, 


slimn 
case 


AUTOMATIC 
powell 


white n 
rsirap 


After S hours use 


al; chrome 


$17.95 


steel 
rold-colored case, $19.95 


top, stainless 


men’s self-wind waterproof* with 40 hours of 
stores energy for 40 more 


back, 


* 
a 


od WATCH CO. 
A DIVISION OF CROTON 


*Guaranteed waterproof providing case unopened, crystal intact 


Write for protected distribution in your area. 
ee JCK-2 

ARPEGGIO WATCH COMPANY 

404 Fourth Avenue, New York 16, New York 


Please send me the following Arpeggio Watches. 


Dolphin Prism Coed Water Beile Pendant 


Thin-Este Automatic 


Name sian 
please print 


Store Name 


Address 


City a nobi Zone State 
Please send me guarantee mailing envelopes with each order. 


State quantity 
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‘ 18K GOLD 
SHANK 

















A ALE IN OE I ENE ICL LE LIE AA! LILO SOS ITRE 


| 


to retail from *150.00 


first time ever! a successful marriage of 


18K gold and precious Palladium in a com- 
plete retail price range. 

_ first time ever! ! such precious metal radi- 
ance and whiteness plus diamond holding 
security in popular priced rings. 

_ first time ever. 18K gold combined with 


S ghee Palladium in two-tone or all white 


"Here! $ your a . .. with ALSAN advertising and dealer aid 
— ; _ support to back you up . . . to offer your customers something 
| really new and worthwhile . . . to boost your ring volume to new highs. 
_ Ask to see ALSAN‘s s great new Sophisticate line of ensembles and locked sets. 


Sold through authorized wholesalers. 


MANUF: \CTURING CO., 62 West 47th Street, New York 36, N. Y. 


creators and fp pemeiecterers of the Alsan Lock 








Se 


Again... Louvic brings. you watch values from 


You've given your customers 
these features individually 
. but NEVER TOGETHER 


on one fine watch to retail 
for only $49.75! : 


ULTRA-THIN 


The most sought-after feature today! 
Louvic gives you exceptional thinness; 
“si world-renowned Peseaux movement! 


~ 3.DIAMONDS 


Satin-silver dial is set with 3 genuine 
diamonds for added beauty. 


WATER -RESIST 


Dust proof, anti-magnetic ... the 
features your customers look for! 


NEW BRACELET 


Magnificently styled 100% stainless 
steel] bracelet .. . elegantly designed 
with rich black trim. 


Your customers have seen “LOUVIC” 


LOUVIC DOES IT AGAIN! For added sales ; : 
advertised in 


appeal, this new combination of super-thinness 
plus 25 jewels plus high-styling must result 
in increased watch sales for you in 1958! 


Order from your wholesaler .. . or write for 


name of wholesaler in your territory. 


LOUVIC WATCH CO. Inc. 


62 WEST 47th ST. NEW YORK 36, N.Y. 





























METALS & CONTROLS CORPORATION 


GENERAL PLATE DIVISION 


ATTLEBORO, MASSACHUSETTS 


: 








Arson this spring — 


100 “GRASS ROOTS” ADS 


“Grass Roots” Pinpoint Advertising Pays Off this way: 


.IN 4 ADS IN THIS MAGAZINE...REACHES 15 MILLION HUNTERS! 





\ ANSON SET 9F Seen in Ma pel *" REACHES HUNTERS 
“™a, RETAIL — 00 nh Issue IN YOUR TOWN 





“CUSTOM MADE” HARD SELLING FOR 1958: Anson’s “Golfer” Sets in 8 ads 

in “Sports Illustrated” and “‘Golf Digest’ (3 million messages). Anson’s 
“Fishing” Sets in 4 ads in “Field and Stream” (4 million messages). 

Anson’s “Investor” Sets in 8 ads in “Wali Street Journal” and “U.S. News 

and World Report’ (6 million messages), etc., etc.... A total of more 

than 100 nation-wide Grass Roots ads in 25 “Specific’”” magazines read 

by the people who want these “‘Specific”’ Anson sets. 





Cash-in on this completely new and different selling technique 
that reaches people never reached before. There’s no limit to the 
amount of new business you can do in your town! 

Phone your distributor—NOW! 


4S 
Ef “FAST TURNOVER! 


(above 


@ UNIT 852/58 Total Retail @ FREE *10 MOTION DISPLAY  cight) 
consisting of 24 assorted Sport, $13200 Rotates, operates by battery. In window, on counter 
Hobby and Work sets for “Specific”’ Your Cost gives Picture Story sales pitch to over 25 different 
People in your town: Retailing for kinds of people! 
$3.50, $5.00, $6.00, $7.50. 





@ SENSATIONAL 50/50 CO-OP PLAN 
—advertising at half the cost! 27 different Ad Mats 
for “Specific” people. Run as many as you like. Anson 
shares your newspaper cost! 


© FREE SELLING GUIDE 
showing actual proven examples on how to cash-in 
on this deal and bring in many new customers— 
people you have never sold before! 











PRE-SELL these 
specific people 


In your town! 


This Free Motion Display gives picture 


Story Sales Pitch to 25 Different Kinds of People 


Le 


ORDER FROM YOUR 


CALIFORNIA 

The Ball Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 

Simon Green Co., Los Angeles 

Phillip Wolman Co., Los Angeles 

S. M. Mickelson Co., San Francisco 
Morgan & Allen Co., San Francisco 


COLORADO 


A. C. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washington 


FLORIDA 


S. J. Horenbein, Miaml 
Dunn & Ewbank Inc., Tampa 


GEORGIA 


Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 


ILLINOIS 


A. C. Becken Co., Chicago 

A. C. Becken Jr., Chicago 

The Ball Co., Chicago 

Lossau & Kramer, Chicago 
Pakula & Co., inc., Chicago 
Stein & Elibogen Co., Chicago 


rr 


BOY 


Kt 


INDIANA 
Baldwin-Miller Co., Indianapolis 


KENTUCKY 

Erwin Neuman inc., Lexington 
Gleeson Jewelry Co. Inc., Louisville 
LOUISIANA 

L. C. Wilfert Co., Crowley 


MARYLAND 

M. Kohner, Inc., Baltimore 
MICHIGAN 

A. C. Becken Co., Detroit 

Stein & Elibogen Co., Detroit 

The Gorenfio Co., Detroit 
MINNESOTA 

The Ball Co., Minneapolis 

C. E. Roal Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 
MISSOURI 

Edwards & Co., Kansas City 

The Gerson Co., Kansas Ci 

N. S. Stiefel Co., Kansas City 

J. J. Burke Co., St. Louis 

Wm. P. Mahne Silver Co., St. Louis 
NEBRASKA 

T. J. Safford Co., Lincoln 

NEW ENGLAND AREA 

1. Albert’s Sons, Inc., Boston 

G. F. Crook Co., Providence, Rhode Island 
j. A. Silver Co., New Haven, Connecticut 


C J07@ DISTRIBUTOR 


GREATER NEW YORK AREA 
Berwin Jewelry Co. Inc., New York 
NEW YORK STATE 

H. Poiner Inc., Buffalo 

A. Winkelstein Inc., Elmira 

Hyman M. Cohen, Rochester 

NEW JERSEY 

Berwin Jewelry Co., Newark 

(Branch Office, Sole Franchised 
Distributor, State of New Jersey 
South to Trenton) 

NORTH CAROLINA 

The Ball Co., Charlotte 
Shubkin-Retchin tnc., Charlotte 
Silbert & Wainer, Winston-Salem 
OHIO 

A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons Inc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 
OKLAHOMA 

Oklahoma Ross Beck Co., Oklahoma City 
OREGON 

Butterfield Brothers, Portiand 
PENNSYLVANIA 

Brown & Son Inc., Philadelphia 

J. B. Bechtel & Co. Inc., Philadelphia 
}. L. Tessier, Philadelphia 

Superior Jewelry Co., Philadelphia 
Biggard & Co. Inc., Pittsburgh 





PENNSYLVANIA (cont.) 

J. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 
TENNESSEE 

Sandown & Kendall, Memphis 

A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 

TEXAS 

Lyles-Van Degrazier Co., Dallas 
Herbert Stehberg iInc., Dallas 

Wm. R. Katz Co., Dallas 

Taylor & Co. Inc., Houston 

B. M. Hammond Co. Inc., San Antonio 
UTAH 

Decker Jeweiry & Co., Salt Lake City 
S. H. Clausin & Co., Salt Lake City 
VIRGINIA 

Richmond Jirs. Sup. Co. Inc., Richmond 


WASHINGTON 

Albert Spring & Son, Seattle 
Simon Golub & Sons, Seattle 
Irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 
Simon Golub & Sons, Spokane 
WISCONSIN 

M. Weingrod Co., Milwaukee 
HAWAII! 


Edward D. Sultan Co., Honolulu 
Ettingers Wholesale Jewelers, Honolulu 





WORLD'S LARGEST MANUFACTURER OF 


QUALITY ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 


FAMOUS FOR THE PATENTED “GEM-ON-GEM” SETTING 
THAT MAKES A DIAMOND LOOK 
90% LARGER! = MORE BRILLIANT!* 


AND THE PATENTED CfeatureJek THAT LOCKS 
RINGS TOGETHER IN PERFECT POSITION ALWAYS 


AMe 


Beautifully styled and finished with the meticu- 


lous attention to detail and perfection for which 
Feature Rings are famous! 

A magnificently engineered lock to give the same 
precision-like dependable performance for which 
Feature is noted! 

Absolute clearance under all diamonds to assure 
maximum diamond brilliance! 

Supported by stimulating store promotion aids, in- 
cluding attractive Glorified ring presentation tray, 
Newspaper Ad Mats, price tickets, guarantee cer- 
tificates and novel traffic creating mailing cards. 


PCOE = 


Cp I 
M6 


You owe it to your store to see this exciting new aBt: 


Glorified Ring Series! You must see these rings 
to fully appreciate their unmistakable quality, 
the fine styling and finish that has gone into 
this line! 

If you want a QUALITY diamond ring traffic-leader 
.. you want GLORIFIED by Feature Ring... priced 
to attract your budget-minded customer! Be first 
to promote and profit in your locality. 

Phone or write your authorized Feature Ring 
wholesaler for complete details of this Glorified 
“program for sales.” 
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FEATURE RING COMPANY, INC. + 130 WEST 46TH STREET, NEW YORK S36, N. 


FEATURE LOCK PAT. 2507348 GEM-ON-GEM PAT. 2774231 * CERT 


*> 
IFIED BY AMERICAN TESTING LABORATORIES It8<- 
* 




















your assurance of FEATURE Qual 











with these 


THREE NEW PLASTIC 
DENNISON RING CASES 


There’s no better way to display your 
fine rings to their best advantage (and 
to yours) than with Dennison ring 
cases. They emphasize the quality 
and beauty of your merchandise. And 
when the sale is made, continue to 
reflect the character of your store. 


ORDER A SUPPLY OF THESE SALES-MAKING RING CASES 
FROM YOUR DENNISON DISTRIBUTOR. 


Dennison 


JEWELER’S DIVISION « MARLBORO, MASSACHUSETTS 


6450X — single ring case with 
Ze) (eM (-}-) Me l-lee)e-belelame)am ce) em-lale mj (0-1-5 


These three cases come in white, peach, 8550TX — for one or two rings 


yellow or light blue plastic with rayon 
satin cover cushions and transparent or =] dt-4n) om -<e)[emere) (ol -teMar-lalelo 
Karess velvet ring pads. All have wire 
stands for extra display value. Individual 


packers. 





6850X — single ring case with 
lest-leeme-liiela-.e Mm ilal-+-e 




















1 


tion 
incabloc corpor® | , 
/ & . er & Ke ies ~. “i 























More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Fiatware Pattern Index 


Increase your Sales and Profits by having ALL 





the Sterling Flatware Patterns at your fingertips 





This book is a necessary selling tool. 

Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 

Easy-to-use, this valuable reference book 
has a complete index which lists: 


@ the manufacturer's name 
© the pattern name 
@ the current status of every pattern 


@ With binder $27.50 e@ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1955 REVISION SHEETS WILLBE SUPPLIEDAT $6.50. 


60 


The Sterling Flatware Pattern Index ir 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 


Revision sheets $6.50 


Check or Money Order for $ 


- 


Street 


Eee  sicnecavenekenbentseewenes Zone 
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Forstner styling and manufacturing skill make 


Oe 


the ‘most pepe a of all watch bends 








You sell 
datsmalelscie 


when you Showrooms: 320 Fifth Avenue, New York 1, N. Y. 
feature JEWELRY’S NAME FOR QUALITY 29 E. Madison Street, Chicago 2. Ill. 


FORSTNER, INC., IRVINGTON 11, NEW JERSEY 
Forstner (Canada) Ltd., Sherbrooke, Quebec 





Komfit national advertising stimulates higher-unit watch band sales! 
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These are the ads that will reach even more bride- 
age customers this spring in black-and-white pages 
and half pages, and a dramatic, compelling color 
spread designed to create a sensational impact. 


with th Artcarved 


USE THESE ARTCARVED TIE-IN AIDS 











® radio discs @ booklets and leaflets 


® movie and TV shorts ® newspaper mats 


® new store displays e luxury diamond ring box 
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sell more 





These are the magazines that will 
continue to sell Artcarved’s Perma- 
nent Value Plan for you. LIFE, SEV- 
ENTEEN, MISS, GLAMOUR, PHOTOPLAY, 
MODERN BRIDE, BRIDE'S MAGAZINE. 


iamonds this spring 


Permanent Value Plan 


t 


y 


VELERS 


Jewelers everywhere have told us that in spite 
of lows in selling other items, Artcarved rings 
have been selling as strong as ever. For cus- 
tomers have seen the Artcarved PVP advertised 
in magazines all over the country. They know 
about it, ask about it and want its unique as- 
surance of value. And this year, Artcarved’s 
PVP will continue to sell diamond rings for 


you. It dispels all customer doubt about dia- 
mond ring value, gives confidence to diamond 
ring buyers and insures steady, continuous dia- 
mond sales for you. It’s the only trade-in plan 
that’s nationwide in scope, nationally adver- 
tised and backed by one of America’s oldest and 
largest ringmakers. Be sure you take advantage 
of its great selling potential. 


MEMBER 


Ask your Artcarved representative or write our home office for full details . . . 


J.R. WOOD & SONS, INC. 





216 East 45th Street, New York 17, New York 
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New York + London + Amsterdam + Antwerp 





THE WORLD'S CG Stonored WATCH 


TEN WORLD'S FAIR GRAND PRIZES * 28 GOLD MEDAL AWARDS 


HIGHEST HONORS FoR ACCURACY FROM GOVERNMENT OBSERVATORIES 


OFFICIAL WATCH FoR TIMING CHAMPIONSHIP SPORTS THE WORLD OVER 


SERVICE AND OUALITY 


make a sale. Whatever the need of your customer, 
whatever his taste, for whatever the special purpose, 
there’s a Longines-Wittnauer watch “made-to-order” 
to fill the requirement. This is one of the Longines- 
Wittnauer fundamentals; service and quality to a dis- 


price range. 
criminating public through authorized retail jewelers. 


advertised. You need never mis$* 


i sid 
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Be 
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JEWELERS’ 


— “TEST TUBE : A_needle- 
” thin hole drilled through a 7°%- 
diamond is serving government 
They 


materials can 


Caral 
chamber. 


scientists as a= test 


want to find out what 


withstand great heat and pressure 
such as attend an atomic explosion Ol 
the launching of a guided missile. 


Way dow I) 


be the ideal pla e to conduct such ex- 


inside the earth would 


periments: thats nature's own labora- 
with terrific built-in temperature 
But it isn't feasible to bur- 


tory 
and stress. 
men 
the 


down 950) miles. SO use 


methods 


row 
handiet such as dia- 
mond. 

The diamond didn't really belong to 
anvbody. Its the hands of 
the customs officials of New York city 
since 1953 when they lifted it from an 
\ustrian-born smuggler. He tried to 
bring it in with a cache of $300,000 
worth of gems and was deported. He 
probably couldn't have sold it anyway 


because of its size. 


been in 


emerald 
shape. for 
jewelry purposes not only by having 
the hole drilled lengthwise through it 


Originally it cut in 


it has 


Was 


but been ruined 


but by being flattened on the sides and 


bottom. 
Tiny pistons of hard tool steel close 


CIRCULAR-KEYSTONE 








SPEAKING OF THE JEWELRY TRADE 


the ends of the drilled chamber an 
then the diamond is placed in a hy- 
draulic press and surrounded by an 
induction heating coil. Because tie 
chamber is so small only 80 pounds of 
weight is required to bring the in- 
ternal pressure up to 150.000 pounds 
Pressure above that 


Whatever 


changes occur to the sample being 


per square inch, 
might split the diamond. 


tested are scanned under infrared rays. 
The National 
is conducting 
benefit of the 
industry. 


ne SUPPLY THE POISON: Shortly 
before Christmas a young lady 


wrote to us asking where she could 


Standards 
for the 


services and 


Bureau of 
the 
militar, 


research 


buy a Renaissance “poison ring. 


“I would consider.” she said. “‘a 


Viedici ring, the type that scratches 
the finger when put on. injecting the 
poison, but | am given to understand 


that even at this late date they re con- 
sidered risky.” 

Since the item falls within the range 
of our concerns. we crossed our fin- 
eers and told the lady where she might 
to get it. After all, we're under- 
standing people and—who knows ?— 


try 


she might need the ring as a gift for 


her boss. 


fis EBBS AND FLOWs of affluence: 

Men have fun putting great trea- 
sures together. And other men have 
fun taking them apart. 

Recently the Argentine government 
took apart that of Juan Peron and his 
late wife Evita. It’s some treasure. 

The extent of the 
wealth was not known until after his 
flight from the 1955 revolution. In- 
cluded in the were an 
emerald as big as an egg and a glitter- 
ing 150-carat necklace, 14 
other necklaces. 30 bracelets. 26 rings, 
30 clips and 18 pairs of earrings— 
all thickly set with diamonds, rubies, 


ex-dictator’s 


collection 


diamond 


-which once 
adorned the beautiful blond Evita. 
There were 76 carats of unset dia- 
monds, 150 pounds of gold bars, and 
50 many of them 
museum all, a treasure 


pearls and emeralds 


ivory carvings, 


pleces— -In 
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TO THE MANUFACTURER 
LOOKING FOR ADEQUATE 
DISTRIBUTION — 


W: offer the Selling Facilities of an AAA-1 Whaole- 
sale Jeweler, with over 70 years of experience calling 
on Retail Jewelry Stores only. We have a top-flight, 
aggressive, Sales Force; we have four (4) Branch Of- 
fices, strategically located so that, with our Home 
Office in Chicago, we can give 1-day service to Jewelers 
in any part of the Country; we publish the outstanding 
Catalog in the Trade; and, we are amply financed, and 
well managed. 


With the high cost of traveling today, and the difh- 
culty of maintaining a salesforce, many manufac- 
turers are finding it unprofitable to have their sales- 
men call upon a very substantial portion of their 
customers, and to carry these accounts. To these Manu- 
facturers, with good lines, we offer our facilities in 
sales and financing, and invite them to contact us. All 
such matters will be held strictly confidential. 


Direct communications to The President 


4.6. Becken G0 


P. O. BOX I 


CHICAGO 90, ILL. 
Established 1887 
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trove of $100.000.000 worth of valu- 
ables. 

Apparently Peron, at the time he 
was obliged to abandon the jewelry, 
did a real-life Peter The 


of the safe containing the treasure was 


Lorre. door 


cuts of a chisel and 
boot. 
that the desperate owner had forgot- 
ten the 
trying 

Sole 
tine auctions 
Busch. board 
Sons, Newark 

He flew to \ires the 
before Christmas and picked up (1) 
up of 46 


diamonds and 17 


scarred with the 


the dents of a heavy suggesting 


combination and was vainly 
entrance, 

at the Argen- 
George J. 


Busch & 


force an 
American bidder 
has been 
chairman. of 
jewelers. 
Buenos week 


a bracelet made carats of 
blue-white 
baguette stones set in platinum. worth 
more than $50.000: 
55 diamonds 


$3.000: 
and 


(2) a rine with 


weighing nine carats. 
pin of round 


stones. S4.500. 


hidder 


what 


and (3) lapel 
square-cul 
willing to 

the 


prices. He 


He was the only 


close to auc- 
tioneers thought fai: 
virtually unopposed, 


Mr. Busch brought 
back quite casually in his pockets. He 


give anything 
Was 
his purchases 
has carried millions of dollars’ worth 
of gems for thousands of miles with- 
out ever being held up or having his 
pockets picked. Maybe this is because 
he used to be a football star for the 
University of Alabama and still looks 
like a fullback. 

He says he's going to try to sell the 
gems as they are, but will probably 
have to break them up and reset them 
in smaller rings and pins. 
founded by his 


It was his firm. 


carats of 


father in 1880, that bought a lot of 
the diamonds from the estate of Hetty 
Green. 

Vir. Busch expects to go back to 
February to pick up an- 
that 


Argentina 


other S1.000.000 of eems once 


va. 


“Stop 
Calif.. 


has a 


belonged 

oo THEY WONT PLAY 
the Clock”: Palm Springs, 

the city of perpetual sunshine, 


new and unusual clock. It’s 


powered 
by the sun. 

The clock is on the front of the 
new Chamber of Commerce building 
which was dedicated Oct. 15. 


cells 


and convert it 


Some 2U silicon solar catch 


the light 


electricity, 


energy into 


usable some of which is 
stored in batteries for 
nighttime 

[f Palm Springs retains its climate 
and Old Sol his heat, there wouldn't 


any for the clock 


hours. 


seem to he reason 


ever to stop. 

()' AND BIRDS: 
_ Rocke. 

edge of his private pond. 
Ker-honk! Ker-honk! Ker-honk! 
Wings slap the and 

falls over set to him. 
He holds handful of grass 

and the front 
“Thev re named 
“Which one?” 
“The 

side of 
“They ve all white.” 

they re all named Bobby. 

watch them. They chase each 


They play hide and seek. They 


BIJOUX “Bobby!” 


cries L. 


water goose 
goose to 
out a 
coose grabs it 
Bobby.” 


vou ask. 
the 


he says. 


one with white on the 


his head.” 
cot 
“Sure. 
Just 
other. 








"If you look at the stone too closely it gives 
the illusion of being much smaller than it is.’ 
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use during the 


standing at the 


dive under the water and come up in 
a different place. Sometimes they 
ficht too. Tve 
mean as anything.” 

“What's name?” 

“Bobby.” 

Mr. Rocke is a prominent jeweler 
of Norfolk, Va., and his goose pond 
hunting lodge on Knotts 
Anne County. The 
name, for 


““Bobbies”’ 


- got an old gander that’s 


his 


is at his 


Island in Princess 
lodge is “hunting” only 
Mr. Rocke is so fond of his 


4 


y 
/ lo 
SY “as 
/ Aa te) 
' 1 : 
| ? \ 


\ 


has been raising for 17 years 
shoots them. 

Instead. he clips their wings so 
they won't fly away and get hurt. And 
if a warden brings him an injured 
it back to 


that he 


that he never 


wounded bird. he nurses 


health. 


ae PAYMENTS: Various ways 
have been suggested to get credit 
customers to make their payments on 
time. A Detroit jeweler goes a step 
further. He makes customers happy 
while doing it. 

He has a 


free chewing 


cum machine that dis- 


sum to anyone 


pay 


penses 
who comes into the store an 


installment on his bill. 


eo Au BUTTONED DOWN BEFORE”: 
But the buttons on Old Grimes’ 
famous long black coat were, 
doubt, pretty commonplace. 

Not so those on the shirt of George 
H. Hartman. They were gold buttons 
studded with sapphires. 

Mr. 
ad agency. 
quire suessing the total 
number of contest entries in a House 
of Lords contest. The shirt is 
made of vicuna cloth and with the 
jewels is valued at $595. 


We TWIRL OUR NOODLES: 
you cut yours. 

Those who 
dles use noodle 
straight from Italy. 

A customer asked one of our re- 
tailer friends to procure him one. The 
retailer asked us where he could get 
it—and we told him. 

Has anybody had a queerer query? 


no 


who runs a Chicago 
in the Es- 


Hartman. 
won the shirt 


contest for 


oin 


Maybe 


really know their noo- 
cutters — imported 
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Teen-agers are the best prospects for sterling silver—but 
half of them don’t know anything about it. The big 
selling job is to reach “RMC” girls, those whose families 
recently joined the middle class. That’s what the Dichter 
Report says after 1200 interviews for the Sterling Silver- 


smiths Guild of America 





...,a new combination 


® WHAT'S THE BEST SINGLE WAY to increase the is at the bottom of the list of household goods 
sale of sterling silver flatware? By appealing to they plan to purchase in the next few years. Here’s 
unmarried girls and young women (15 to 25 how buying plans compare for Permanent Middle 
years old), says the Dichter Report—especially Class and Recent Middle Class families: 
to those in the “recent middle class.”’ 

The upper economic class, with family income mec | URMC 
of more than $12,000 a year, is small and tends Electrical appliances........... 33% 35% 
to accept sterling without question. The lower Furniture 33 

. . . . . . a en ye ee 20 

economic class, with family income of less than us nigger the | . 
' Ph Automatic dishwashers 19 
$3000 a year, probably can’t afford to buy it. That Chine 29 12 
leaves the middle income class as the main market Washing machines , 14 

and here the challenge begins. —— oes 

Half of the families in today’s middle class— Air conditioners 
carpenters, plumbers, electricians, factory work- Television sets 
ers, etc.—were in the upper lower class until just Deep freezers 

" ; - pp ‘a mwwer ClasSs uNntl _ Plated silverware 
a few years ago. They lived on the other side Dishwashers 
of the tracks, cut off from most traditions of Stainless steel flatware 

. . Sterling silver flatware 

American life. 

Today, with higher wages, many such families 
have moved to middle-class neighborhoods, and More sterling will be sold, the Dichter Report 
are buying middle-class products. But they don’t says, when “RMC” women, and especially the 
know much about sterling, and sterling flatware pre-bridal group, are taught to desire it. 
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Table flatware is “women’s business,” the Dichter Report 
Says; men are not an important factor in deciding whether 
to buy sterling or what pattern to select. Single women 
between 25 and 49 years old—unmarried, divorced, sepa- 
rated and widowed—tend, as a group, to be more inter- 
ested in sterling than other women are. 

(Asked if they thought it was important to own sterling 
silver flatware, 55 per cent said “Yes.” Only 47 per cent 
said it was important to have stainless steel flatware, but 


29 per cent considered it important to own plated silver- 


ware. 





However, single women own less sterling than they do 
other kinds of flatware, and they save it for special occa- 


sions. This is the picture: 


Sterling Plated Stainless 


Qwn 4 or more place settings 45% 69% in% 
Use every day 12% 19% 37% 
Use Sundays and holidays.. 36% 12% 27% 
Use for entertaining Y// 22°, VEZ 
aining. 10% 22% Sc i < co 
_ *. 77 
” ». 
17 OTe... (ISE 
» AP: ~ . a - 
P Peasegestes mensESs 2 ers 5 oreo Prs ree 


In deciding what to buy, single women depend mainly 


adver- The single woman over 25 years old... she is likely 
to hold sterling silver flatware in high regard. 


upon magazine articles, store displays, newspaper 


tisements and advice from interior decorators. 


Jane Doe and STERLING 


The married woman . . . can seldom identify herself with 
plentiful targets for sterling wealthy, glamorous models in sterling advertising. 


Housewives are the most 


silver flatware advertising and promotion. But many of 
them belong to the “recent middle class” and are without  acoeeae memset ee 
Os ‘ nae dee ca, 


A quarter of today’s middle {f ..| peaaopevetewes ay uvvstuos beeee puUeT OTe EY otTS 


any tradition of sterling. 
income families dine together around a carefully set table 
Many other meals, includ- 


Daa E 


only on Sundays and holidays. 
ing TV and outdoor meals, are better suited to plastic 


er 


dishes, paper napkins and stainless steel than to sterling. 


~ 
~ 


Thus ads for sterling silver misfire when they center 


OTAAGA DAO SAAD Boe 


on some glamorous figure surrounded with great wealth 
Instead, the sales message 


wey 


and prestige, the report says. 


should appeal to the average housewife: “She can_ be 


comfortably assured when her table is set with sterling; 
it is fun to use such beautiful things; they show her suc- 
modern woman.” Her children “will always 


cess aS a 
they learned from sterling.” 


treasure the graciousness 


FSLTIATAITLATIAI 


This is how tables are set in married women’s homes: 
Sterling Plated Stainless 
50% 
15% 


20% 





Own 4 or more place settings 40% 


7% 
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Use every day 
Use Sundays and holidays... 25% 
12% 


Use for entertaining 37% 93% C i Aa? 
Neo. > : i. oe on ‘ tow as ~_ 
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The bride . . . will she postpone buying sterling if 


she didn’t acquire it before marriage? 


The pre-bride . . . “dreaming, planning, hoping,” the 
best market for sterling, your major concern. 
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JANE DOE AND STERLING (continued) 
Brides—defined as first-year marrieds—think that the 
best way to acquire sterling is to buy individual pieces 
or place settings before marriage. Next best is to receive 
gifts after selecting the pattern. 

It is encouraging to note that 29 per cent of last year’s 
brides listed their patterns in bridal registry plans. Even 
more encouraging, about half of those who registered 
received seven place settings, or more, in sterling silver 
flatware. This indicates that bridal registry plans are 
well worth promoting. 

The third best way to obtain sterling, the brides said, 
is through inheritance. Fourth best is to buy it after 
marriage. But that’s a poor fourth best. 

The fact is that young brides who don’t get sterling 
for a wedding present or accumulate it before marriage 
delay its purchase for many years. “Purchase of sterling 
is postponed not because of limited income so much as 
because of need to satisfy what are considered more 
urgent needs,” the Dichter Report says. 

Only 33 per cent of the brides think it’s important to 
own sterling. However, 64 per cent say it’s important to 
own silver-plated flatware, and 69 per cent think they 
should have stainless steel. 

Of course, they want appliances that save time and 


“do things.” But sterling does things, too. It helps teach 


There’s new proof that the pre-bridal group (white, of 
course) holds the future of sterling in its hands. Teen- 
agers are especially worth attention because buying atti- 
tudes are shaped well before marriage—and half of the 
girls are married by the middle of their 20th year. (As 
one indication of the size of this market, remember that 
there are nearly five million teenagers, girls aged 15 to 
19, who should now be learning the value of sterling.) 
Parents’ advice influences girls’ attitude toward prod- 
ucts, but how many teenagers have sterling in their fam- 
ily background? This is what the girls said about their 


family’s dining tables: 


Sterling Plated Stainless 
Own 4 or more place settings 44% 65% 53% 
Use every day 10% 16% 33% 
Use Sundays and holidays... 31% 56% 21% 


Use for entertaining 43% 19% 11% 


Even more important than parents’ advice is group 
pressure, for or against owning this or that. “Group atti- 
tudes will be shared by the individual,” says the Dichter 


Report. “What the group is for, the girl will be for.” 








good manners, symbolizes family closeness and adds fun 
to meals. “Don’t postpone the rich enjoyment of sterling 
—buy it now and have the fun of watching it grow more 
beautiful through the years it serves you,” is one sug- 
gested appeal to the bridal group. 

As to cost, an adequate set of sterling silverware is in 
the same price range as articles that brides take for 
granted—TV sets, refrigerators, stoves, etc., none of 
which is regarded as a luxury. 

Like much of the public, brides are apt to have wrong 
ideas about sterling. Many think it will wear thin if used 
too often, shouldn't be washed with regular soaps or de- 
tergents, needs laborious polishing and requires more 
polishing if used daily. 

This is the tableware situation in brides’ homes: 

Sterling Plated Stainless 
Own 4 or more place settings 29% 58% 60% 
Use every day 9% 31% a8 % 
Use Sundays and holidays... 22% 49% 41% 
Use for entertaining 26% 48% 24% 

In selecting tableware and other household goods, brides 
are influenced most by what they see in friends’ homes 
and advice from relatives and interior decorators. But 


displays in steres are important, too. 


Perhaps group pressure, together with the lack of the 
sterling tradition in “RMC” homes, explains why 71 per 
cent of the girls say it’s important to own stainless steel 
flatware. Only 50 per cent believe it’s important to own 
plated silver flatware and 46 per cent consider sterling 
silver flatware important. 

Nevertheless, the report says, “the pre-bridal group is 
most susceptible to sterling’s appeal; this group is still 
dreaming, planning, hoping, and sterling can take advan- 
tage of such aspirations by defining ways of turning them 
into realities.” 

Use every way of reaching teenagers through their 
group affiliations in schools, churches, sororities, social 
organizations, etc., the report advises. Work through 
home economics teachers and group leaders. Make your 
appeal to this group so strong that it will carry over into 
married life. This is the big market of the future and 
word-of-mouth advertising is necessary. Invite compari- 
son with other types of flatware. 

Many of the girls are ready to buy sterling, unlike their 
older sisters who tend to think of silver as something 
they’re given. Asked for appropriate ways to acquire 
sterling flatware, 74 per cent said “to buy pieces or place 


settings before marriage.” The same number said to be 
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There’s more to come, about how to adjust your 


silver department for new activity in today’s 
market. JC-K will describe and illustrate prac- 


tical silver-selling methods used successfully by 


jewelry stores of every type. 











given flatware after the girl herself selects the pattern. 
Few like to be given a pattern chosen by someone else. 

This shows the worth of bridal registry plans. Each 
girl was asked whether she had ever registered her pat- 
tern selections with a jewelry or department store (20 
per cent had—one girl in every five). Those who said 
Yes were then asked how much they had acquired under 
the plan. The replies were surprising. Nearly half of the 
registrants had received three or more place settings, and 
many now own complete services, including serving pieces. 

Bridal registry plans were found to work as well in 
big cities as in small towns, where there are only one or 
two jewelry stores or department stores. 

But note that 80 per cent of the girls had not regis- 
tered. Partly this is because many teenagers hope to 
have sterling, but do not expect to have it. The goal is 
to get friends and relatives to say, “Well, she seems to 
want it, so why not?” Programs in schools, bridal regis- 
try plans and bridal consultant services can turn wistful 
attitudes into proud ownership. 

“Sterling silver’s best market is the pre-bridal group 
in the middle-class,” the Dichter Report sums up. “Re- 
maining age-groups should not be ignored, but the young 


are your major concern.” 
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WHAT'S 


How many lines? How many brands? How many price brackets? How 


many suppliers? Are there any formulas? What do most successful 


jewelers do? How should I correlate my turnover, my budget, my buying? 








A protector of profit. Inventory control quickly reveals 
which items are sellers—and which items should be closed out. 














WHAT IN INVENTORY 


®* IN TALKING ABOUT INVENTORY CONTROL, it is 
well to give some attention to the subject of 
buying. Because without buying there would be 
no need for an inventory program at all. Also, 
unless the buying is done with fairly good judge- 
ment, even the best inventory program would be 
of slight help. 

Many successful jewelers, I’d like to point out 
here, deal with a limited number of suppliers. 
They don’t scatter their purchases. They do not 
buy a few items or numbers from a long list of 
wholesalers and manufacturers, in a_= short- 
sighted attempt at variety. They get that variety 
through a wiser method, by carrying a few 
represe ntative lines—in assortments that are as 


complete (is possible, 


Thus the costly danger of accumulating a lot of 
odds and ends is minimized. The risk of tying up 
profit is reduced. And when items are sold out 


of an assortment, it is always easy to fill in the 
gaps and make the line complete and salable 
again. 

There is another advantage in working with 
a minimum number of suppliers. In times of 
stress, large creditors are usually more inclined— 
and can better afford—to co-operate with a re- 
tailer who is in temporary difficulty than might 
be the case with a lot of small creditors to each 
of whom the jeweler may be owing a few paltry 


dollars. 


Brands and Price Brackets 


Many hundreds of outstandingly successful 
jewelers carry only three or four of the impor- 
tant, nationally advertised watch lines. In ad- 
dition, thev carry one so-called nondescript watch 
for price and promotional purposes. With the 
market affording a considerable number of meri- 
torious brands, some stores feature exclusive 
lines that cannot be found in other stores in their 
locality. 

To eliminate any impression of partiality let 
us identify the lines of greatest favor with the 
letters “A’’, “B’’, “C” and “D’’. Line “A” begins 
at $29.75 and is “strong” all the way up to $71.50. 
Line “B” begins at $71.50 and runs up to $250. 
Line “C” is available from $33.75 up. The “D” 
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by William Scheibel 


line, our nondescript watch, starts at about $19.95 
or a little less and runs up to maybe $49.50. Here 
is how these lines are bought in some well-man- 
aged jewelry stores: 

First of all. price ranges are carefully studied 
so that duplications of values are kept at a mini- 
mum. In many stores some of the short “step-ups”’ 
are eliminated. If watches in line “A” run $29.75, 
$33.75, $37.50, $42.50, $45, $49.50 etc., they deem 
it advisable to order models only in the $29.75, 
$37.50, $45, $52.50, etc., brackets. And, even then, 
they do not feature all stvles available in each 
price category. 

Since line “A” 
watches from a rather low popular price up to 
$125, they include a few of them, too, even though 
there is a little duplication of those prices in 
lines “B” and “C.” 

Watches in line “B” start at $71.50 and are 
“stepped-up” at approximately $10 intervals. 


also advertises ladies’ diamond 


Since higher-priced watches are not in the same 
active demand as those selling in the lower 
brackets, the assortment can be kept on a more 
moderate basis. In many stores line “B” runs 
about 60 to 65 per cent of line “A” at cost levels. 

In buying line “C” care should be exercised to 
avoid duplication of too many of the “A” and “B” 
price ranges. For instance, line “C” could be ar- 
ranged to include $33.75, $42.50, $52.50, $65, etc.., 
models. This line often totals, at cost prices, about 
45 to 50 per cent of the money invested in line 
— 

The “D” line is carried by those jewelers who 
want a timepiece retailing under $29.75. There is 
good demand for such watches and there are a 
number of lines from which to choose. They are 
often featured as traffic-building specials be- 
cause they help to sell watches in the higher- 
priced brackets. Some of them allow a better- 
than-usual mark-up and hence offer good pro- 
motional possibilities. However, care must be 
used in buying them so that they do not duplicate 
more than just the lowest one or two retail price 
ranges of line “A.” 

As previously shown, a store that does an an- 
nual volume of about $35,000 should carry a 
watch inventory of approximately $7000 at re- 
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Ask yourself four questions before saying Yes” to a new line. Otherwise, 
you may have a lot of odds and ends on your hands... . 








tail prices or around $3400 at cost. This could 
be broken down to something like this: 


Cost 
$1400 
900 
700 
ADO 


Retail Value 
$3000 
2000 
1500 
900 


In stores that do $50,000 or more per year it is 
often advisable or even necessary to show a few 
numbers of a prestige quality line, preferably in 
men’s watches. Some lines feature styles running 
from about $95 to $250; these are good gift items 
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and help “tone up” a jeweler’s window display. 

All other parts of the stock can be bought with 
the same “formula” in mind: minimum number 
of suppliers, minimum duplications in price ranges 
and styles. Yet, with all the care a buyer may 
exercise, it frequentiy happens that certain items 
prove to be “white elephants” while others are 
“hot as a pistol.”’ Once the inventory control sys- 
tem has been in operation from three to six 
months, the control book will call attention to 
these situations with the result that purchasing 
errors can be practicaliy eliminated. 

From that time forward no order should ever 
be given to any salesman, no matter how desira- 
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.. But keep a “want book” to list customer requests for merchandise 
you dont have. Consult this record when salesmen call. 


























ble his merchandise may be, without first con- 
sulting the inventory control book and all copies 
of orders still incomplete or unfilled. 

To help resist the temptation to buy, the buyer 
should ask himself these questions: 

What have I in stock already that closely dupli- 
cates or parallels this new stuff? 

Do I actually need the articles in question? 

Have we had enough calls for goods of this 
kind to justify buying them? 

Will my budget for this particular kind of mer- 
chandise permit me to add these new items to 
inventory ? 

If all answers to the above questions indicate 
a “green light” to buying, well and good. How- 
ever, 1f one or more answers are negative, the 
buyer should think twice before placing an order. 
It is only through this kind or caution that in- 
ventory can be kept in proper balance with sales, 
in line with a jeweler’s budgetary allowance, and 
free of duplications and odds and ends. 

It is better to lose a sale now and then because 
a particular item is not in stock than to attempt to 
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carry “everything” and at the end of the year find 
profit tied up in goods that must ultimately be 


marked down and closed out. 


Importance of the “Want Book” 

To keep their fingers on the pulse of buying 
trends, many retailers maintain a “want book” in 
which they list calls for merchandise not in stock. 
Whenever a sale is lost because a certain item is 
not on hand, that fact should be reported to the 
manager or buyer and a brief description of the 
desired article noted in the book. This should in- 
clude maker’s name, model number or name of 
item, retail price, etc. If a trend is observed to- 
ward a particular article or line, it should be given 
careful buying consideration. 

In some instances customers may agree to wait 
until the item is secured for them, and in such 
cases the salesman should get the customer’s 
name, address and phone number. However, 
“‘wanted” items should be ordered only after defi- 
nite assurance is given that the goods will be 
picked up when received. People who are not regu- 
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lar customers will frequently go into a store to 
buy something they could not obtain where they 
usually shop. Hence the caution suggested. 


An “Average” Inventory 

Getting back to the buying program, let us re- 
member that the average store in the $35,000-a- 
year bracket turns its stock about 1.14 times a 
year. The following inventory figures take this 
turnover factor into consideration: 


Kind of Merchandise Retail Price 
Diamonds and precious jewelry (20.967) ..$6,448 
Watches and Clocks (19.3) 

Jewelry under $25 (12.9 ‘< ) 4,000 
Giftwares (6.1%).... 1,845 
Sterling-Flatware and Hollow (4.8°%).... 1,540 
Fine Jewelry. .over $25 (4.5) 

Electrical Appliances (4.0). 

Plated Silver. .flat and hollow (3.9°7).... 

China and Glassware (3.5 

Personal Leather Goods (2.7% 

Stainless Steel Flatware (1.1%) 





$26,248 
Watches and Jewelry Repairs (16.3%).... 5,600 


Local or individual marketing peculiarities be- 
come apparent within three to six months after a 
store goes into business. Therefore, if we were to 


start John Jones with a stock made up as shown 
above, the inventory control system recommended 


in this article soon would begin to reveal which 
merchandise classifications were overstocked and 
which ones were too light. Likewise, it would dis- 
close which items were real sellers and which 
were “not so hot.” 

Although we have taken as an example a store 
doing an estimated volume of $35,000 per year, 
the same procedure could be followed in working 
out an inventory for a store doing $150,000 or any 
other anticipated annual volume. See the June 
1957 issue of JC-K for percentages of inventory 
breakdown. 

This brings up a few supplementary thoughts 
worthy of mention. For example, the /C-A aver- 
age figures for all stores show sterling-silver 
sales at about 6 per cent of total annual volume. 
This figure takes into consideration the approxi- 
mately 23,000 stores that can be classified legiti- 
mately as retail jewelers. Yet it is generally con- 
ceded that only about 5500 of them carry sterling 
stocks worthy of mention. In these stores, where 
the sales of sterling is actively promoted, it ap- 
proaches nearly 20 per cent of their total yearly 
volume. 

This data is stressed here so that the merchant 
who intends to feature silver will make proper 
allowances in his percentage breakdown of the 
stock he expects to carry. Similarly, the jeweler 
who is already doing what he considers to be a 
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This is the second of Mr. Scheibel’s series of articles on Inven- 
tory. His background qualifies him to speak with authority on 
the subject. He has managed advertising or sales promotion for 
anumber of the largest manufacturers in the jewelry field. Now, 
though living in what he calls “semi-retirement,” he still keeps 
in touch with the industry he knows so well. JC-K is happy to 
present to its readers his matured thinking on a subject vital to 


every retail jewelry operation. 


T H O R 
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EWELERS' CIRCULAR-KEYSTONE, FEBRUARY 1958 

















Many successful jewelers keep sizable assortments of a few brands— 
instead of a little of this and a little of that from a long list of suppliers. 











good job with silver will be able to compare his 
figures with those that actually exist in stores 
where sterling is successfully merchandised. 

Fine china and glassware are considered hand- 
in-hand companions to silver, flatware and hollow- 
ware. More and more jewelry stores—usually the 
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larger ones—have complete tableware depart- 
ments and have some method for controlling their 
china and glass inventories. Nearly all agree that 
any control method is troublesome. So one sug- 
gested form of control will be described later in 
this series. San 
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by Jerry Gewirtz, JC-K fashion consultant 


Chemiserie has come into its own. French haute 
couture has introduced it to a sceptical American 


audience. And made it stick. The loose, casual 


garment is the dominant fashion for ’58 ... and 


it must have jewels for style interest. Necklaces 
will be bigger and longer. Bibs, ropes (some as 
long as 120 inches) and lariats will follow the 
shoulder-to-hem look. Dog collars will adorn the 
bare neck. Pins and earrings will be big and bold, 
and some wi'!l be mobile. Bracelets will come in 
families—the more the better. Colors will be 
vibrant and textures emphatic. 


(Photos from Wide World) 














Vive la Chemise! 


® THERE'S A GREAT, BIG, WONDERFUL season coming 
for jewelry. 

You may have ridiculed the French-inspired 
“chemise,” because it resembles a bag, a sack or 
a slip. But it has generated a fashion climate in 
which your jewelry sales will grow and grow. 

There’s nothing so radical about the chemise. 

The loose, slim garment is reminiscent of the 
sheath of 1949, that begged for jeweled adornment 
in every fashion story and in every fashion store. 

Moreover, it has already undergone salable 
modifications here. American variations boast the 
suggestion of a waist—sometimes a half-belt in 
the front or a dropped waistline in the back. The 
illustrations on these pages show how the extreme 
haute couture French models have been modified 
hy practical American designers. The flavor is 
kept but the package is adapted to our own mar- 
keting methods. 

Whatever your. personal reactions to the 
chemise, be grateful that our gals will probably 
have to choose which rather than whether. It will 
dominate this vear’s fashion scene—and may 
happily continue dominant for some time to come. 
Happily, because with the chemise there must be 


(Please furn to page S()) 


French versions here: for the new U.S. look, turn page» 
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The chemise, American style, screams for jewelry > 


VIVE LA CHEMISE (continued) 


jewelry—more important jewelry, more colorful 
jewelry, more textured jewelry. 


More Jewelry 

There will be more jewelry to ornament an 
otherwise understated look. Jewelry must add the 
garnish, the spice, the glitter for this calculatedly 
simple style. Skirts are shorter, arms barer, necks 
longer and more in sight, the line straighter. A 
wandering waistline that moves down or up will 
require a huge pin to punctuate the spot that is 
selected. High-necked fronts may switch the rope 
from its traditional spot so that it looks like a dog 
collar in the front and dangles expressively down 
the back. Stand-away collars, the design spear- 
head for an otherwise straight-lined dress, look 
better when the bareness is relieved by a bib. 
Some necklaces will drop gracefully sideways off 
the shoulder. 

Pins, worn like buttons, can transform an other- 
wise shoulder-to-hem look into a coat dress, or 
they can appear as a surprise out on the shoulder 
or on the lower, back belt. Arms are showing, and 
families of bangles will set up housekeeping to 
offset the bareness. Jewelry will be moving all 


over the place—bigger and more of it. 


More Important Jewelry 


The chemise has been best described as a sil- 
houette of calculated simplicity, with the jeweled 
accent a necessary part. Ropes, lariats, bibs, 
multi-strand dog collars and elaborate necklaces 
are suitable for ornamentation. (Some of the new 
ropes are as long as 120 inches.) Earrings grow 
long with the silhouette, and dangles (even for 
day) complement the attentuated lines. Where 
earrings are not extended, they are bolder in di- 
ameter. They’re big and round or long and slim. 


Kither way they gain stature. Bracelets, too, de- 
mand eye appeal. This year they're worn in 
families or, if alone, the individual bangle is big. 

Pins are making a strike. Scatters take on new 
importance. They come in duets or triplets, but 
each pin is significant in size and design and can 
be worn alone. Jewelry pops up in the most un- 
expected places—on the shoulder, at the roving 
waist, in back, at the hip, offside, always creating 
a spotlight. The moving finger also writes a new 
style note. Rings are bigger than ever. 


More Colorful Jewelry 

There’s a trend to blend. Last vear necks of 
beads, for example, were monochromatic—one 
color in varying tones. Now related colors blend 
into each other in a pattern of vibrance—in neces- 
sary accent to the simplicity of the chemise. Blues, 
vellows, reds, the sunset tones of orange, the citrus 
colors like lime sometimes combine to create ex- 
citing splashes of color, or become subdued to look 
like a stained glass window. Shades are vivid. Red 
is fiery, blue bright, black shiny, orange hot. 
Yellow-gold finishes will be particularly notable 
in tailored jewelry, a rich, lavish complement to 
the vibrant shades. 


More Textured Jewelry 


Texture and finish also add interest to the new 
fashion story. Beads are faceted; pearls, baroque; 
gold, handchased or brushed. Jewels may be bold, 
but the craftsmanship is light, airy, discreetly 
worked to keep them feminine and alluring. 

The chemise is not the only look for this year. 
It is, however, dominant and will set the sales 
scene for Spring. For the jeweler, it is most 
promising because his wares will keep it fresh 
and sparkling. aaa 
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American designers modify the new 
silhouette so that it keeps its original 
flavor but is packaged to the Amer- 
ican taste. The waistline, often non- 
existent in the French models, is re- 
instated. But the basic simplicity 
remains—and so does the need for 
jewelry accessories. 





“Gems” and Gem Stones 


How important are color and flawlessness? 


It depends on the stone you're interested in. 


® LAST MONTH WE COMMENTED on the infrequency 
with which clear crystals are encountered in 
Nature—any crystals at all, including those used 
in jewelry. Now let’s examine flawlessness as 
another attribute of a gem. There is little con- 
sistency in our attitude here. A flawed emerald 
can still be a gem in the most restricted sense 
of the word, while a flawed diamond, even a VVVS 
(to add a classification) could never be. Nonethe- 
less, the number of diamonds that measure up 
to the “gem” yardstick exceeds the population in 
the uppercrust of emerald society many times. 
The explanation lies in the number of each stone 
species in nature, their relative sizes in the rough, 
and the frequency with which they occur in their 
ideal color or whiteness. 

A greater understanding of “gem” quality and 
of acceptable quality in the various stones could 
also increase our appreciation of those which are 
lovely, but which do not measure up to the con- 
noisseurs’ standard. Some jewelers, of course, 
don’t want to be “educated”’ about stones. They 
feel that sales can be lost, through lack of selling 
enthusiasm, if a clerk knows that the stone he is 
showing is far from “gem” quality. Salesmen 
should remember that tastes differ. 

Many people, for instance, prefer the delicate 
colors of a pale aquamarine to the more flam- 
boyant blues of the rare Fortaleza stones. If this 
were not true, considering the rarity of “gems,” 
the jewelry business would be in a bad way. 

We shall now go down the list of common jewel- 
ry stones and attempt to describe the qualities 
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by Dr. Frederick H. Pough, Gem Consultant to JC-K 


that make for ‘“‘gems of distinction.” At the same 
time, we shall define the minimum quality accept- 
able for the use of the stone in jewelry. Flawed, 
cloudy or pale stones that fall short of this stand- 
ard of acceptability still find many uses, in stone 
carvings, in necklaces, and now especially in the 
tumbled stones, the baroques, described in a 
series some months ago. For ease in understand- 
ing, we shall keep the mineral varieties together, 
so that all beryls (emeralds, aquamarines, golden 
bervls, morganites) can be discussed in succes- 
sion, instead of leaping back and forth from 
mineral to mineral in a confusing fashion as we 
journey down the alphabet. 


The beryl varieties 


In starting with beryl, we find ourselves in a 
strange situation that we shall constantly note: 
one or another of the gem varieties is infinitely 
rarer than other hues of the same mineral, and 
that one hue is, of course, the most desired 
species. Many of the most desirable hues in these 
jewelry stones are found in geologically abnormal 
occurrences of the mineral. To be specific; most 
of the emerald occurrences known are abnormal! 
as beryl deposits. One is a veinlike formation 
in sedimentary rocks, in which emerald crystals 
are associated with common ore vein minerals 
like calcite and pyrite (Muzo, Colombia) and cer- 
tainly one of the least typical occurrences of what 
is normally a pegmatite mineral. 

Topaz, too, is a pegmatite mineral, yet the 
Ouro Preto deposits, the only ones now yielding 
“precious” topaz, seem also to be more vein-like 
in origin, resulting from the saturation of rock 
formation with fluorine vapors instead of intru- 

(Please turn to page 84) 
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New TV film 
to promote your diamonds 


-a dramatic professional production 
©5 minutes in length 


Yours to use, on a free rental basis, on TV. 


A complete 5-minute show specially produced to stimulate interest 


in diamonds and build good will for your store. 


Use with your own commercial to promote your diamonds. This is a sound film, 


but script is supplied so your own commentator may read the narration, if you prefer. 


Diamonds from the Rough [iis film tells and shows what makes a diamond 
beautiful—how the cutter brings out the diamond brilliance and fire from a dull little 
pebble. It describes the diamond-cutting operation and the skill required to make a 
diamond well-cut. It outlines how different types of cut are used to create design in jewelry. 


To obtain this TV film on a free rental basis, write Hartley Productions, Inc., 339 East 48th Street, New York 17, N. Y. 


Tie in with the national diamond promotion— 
keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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GEMS” ANA GEM SCONES (continued from page &: 


sion by a pegmatite magma. There is no question 
but that these special varieties really are more 
pleasing than the commoner varieties from the 
normal type of deposit of the respective minerals, 
but what philosophical implications can we read 
into Nature’s parsimony? Perhaps none; perhaps 
it is purely psychological; we have often thought 
it a pity that amethyst is so common! 


Aquamarine 


To go back to beryl and start the alphabet, 
we come first to aquamarine. (We skipped alexan- 
drite, because it will find its place under chryso- 
beryl.) Now aquamarine comes in enormous crys- 
tals, the 50-pound boulder in a Manhattan bank 
vault is a pebble compared to some crystals that 
have been found. Hence, we can be pretty fussy 
about aquamarines, and we won’t be asked to pay 
any more per carat for a big one than a small 
one. (As a matter of fact, a deep-colored small 
one is today’s most expensive type.) 

Aquamarine crystals are sometimes found pro- 
jecting into open cavities in pegmatite dikes, as 
we saw last month in the illustrations. They also 
occur as embedded crystals, opaque in the main, 
but opaque because they are criss-crossed with 
cracks that border clear little cuttable kernels. 
The deeper blue tints are only found in such 
shattered crystals, but the clean gem stones ob- 
tainable from such rough may weigh only a carat 
or so, a bit too small for the most desirable sizes. 

Color in aquamarine ranges from very green- 
ish blue to sky blue. In the opposite direction it 
grades down into a yellow green once marketed 
as “heliodor’” from German Southwest Africa. 
All of these tints have the same occurrence, in 
pegmatite dikes, so the potential sizes and relative 
prices are the same. It can grade into true golden 
bery! and into the pale pink morganites. Pink and 
blue crystals are not rare, with the blue bordering 
a pink core. 

Now, how do we judge aquamarines and their 
relatives, and what can a jeweler expect to be 
able to get for a customer? In size, anything; up 
to the 1200 carat plus “paperweight” stone that 
was a gift of the Brazilian government to Pres- 
ident Roosevelt, still resting in the Hyde Park 
library, but presumably destined for the National 
Museum collection. The raw material of ordinary 
aquamarine presents no problem if we are not 
particular about its depth of color. This being 
the case, we can demand complete flawlessness 
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in aquamarines. Since it is a limpid stone low 
in fire and brilliance, it is very transparent and 
flaws would be noticeable. Even the little nicks 
on facet edges that so often occur when several 
stones are kept in a single paper become obvious, 
and should be guarded against with the greatest 
of care. Most aquamarines are cut in Brazil with 
the customary carelessness about proper depth and 
spread, with only one facet (instead of the de- 
sirable two or three) at the corners of the crown; 
insist on better cutting if the stone is one of the 
more expensive hues. 

Color is the second consideration. The deeper 
the blue and the bluer the blue, the better the 
stone. Obviously, it is far easier to obtain a 20- 
“arat stone of a nice blue color than it is to get 
a 4- or 5-carat stone with the same shade. Hence, 
the price per carat is not dependent upon size, 
as in diamonds, but upon color. Pale stones may 
wholesale for as little as $1.50 a carat; but a stone 
of this quality that weighs 50 carats will still be 
an attractive and pronounced blue. Deeply colored 
rough is necessary for small fine blue stones, and 
this material is much more expensive, perhaps 
up to $20 a carat in the U. S. and even more in 
srazil, where there is a greater appreciation of 
the unusual in aquamarines. In general, however, 
expect to be able to get a clean stone, expect the 
price to range between these extremes, taking 
into consideration the depth of color and the 
weight, and pay no premium for larger sizes. 

Most aquamarines have been heated a little to 
drive out a yellow tint. Since this is undetectable, 
it does not affect the value. The only exception 
to our insistence on complete flawlessness in all 
aquamarines is in the case of some light sapphire- 
blue small stones. They are cut for the connoisseur 
because they are unique as aquamarines, but are 
seldom seen in commerce. 

Greenish aquamarines command lower prices 
than the truly blue stones, but are often quite at- 
tractive and might find much greater use than they 
do, if the trade were not so insistent that aqua- 
marines should be blue. Most, but not all, green- 
ish aquamarines can be heat-treated to a better 
blue; it is the exceptional stone that is finally 
marketed in its original color. 


Goshenite 

sefore discussing flaws and “garden” in emer- 
alds, let us hastily sketch in the related beryl 
gemstones, goshenite, golden beryl and morganite. 


(please turn to page 106) 
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The old stand-by theme of “For Him” and “For Her” is 
adapted here for Valentine gifts. Framed photographs oi 
a man and girl are used for each grouping with a large 
cut-out heart around each photograph. Merchandise is 
arranged on circular elevations and pads on either side of 


the window. A copy ribbon is swirled against the back- 
ground. The large cut-out hearts can be made from 
beaver-board or masonite and covered with a pleated ruffle 
of red fabric or ribbon ... or your display supplier may 
have suitable hearts available. 


VALENTINE gifts for everybody 


® ST. VALENTINE’S DAY is a made-to-order occasion 
for snapping business out of its after-Christmas 
lull. Romance and the promise of Spring on the 
way should be inspiration enough for eye-catching 
windows of Valentine gifts. Make your windows 
as frilly and sentimental as you wish, but be sure 
they are quite specific in their gift suggestions. 
Don’t forget that anyone can be someone’s Valen- 
tine, so that your selection of merchandise should 
be wide. Beaus and husbands should get their 
due as well as the gals, and a very young miss 
would be thrilled with a dainty locket or bracelet 
from Dad or Uncle Jim. 

Take a cue from the greeting card writers and 
offer a suggestion to cover every contingency! 
You might even use a selection of Valentine cards 


by Virginia Dixon 


in your window, displaying each ecard, “For 
Mother,” “For Father,’ “‘For Brother,” ‘For 
Sister,” and so forth, with suitable gift items. 

A gift-wrapping service, mentioned on a card 
in the window, will be found especially worth 
while for such an occasion as this. A nice sugges- 
tion for gift-packaging is to use a small red paper 
heart inside the jewelry box as a display backing 
for the piece of jewelry . simple, but it makes 
the gift seem “special.” 

Stores in the Northern states near skiing 
country should not overlook the possibilities at 
this time of year in promoting water-proof and 
shock-resistant watches for the hardy enthusiasts 
of this sport which seems to be growing quite 
madly in popularity. 


wey please turn page for three other display ideas vy 
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4 ways the fabulous TRAUB COLLECTION 
can boost ring sales now in your store! 


It’s working all over the country ... it will work for you! 
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Big-space national advertising tells the romantic story of Hard-hitting promotion pieces arouse interest, stimulate 
the Traub Collection to your prospects—and also shows traffic: rich-looking certificate comes with every Orange 
them the most popular Orange Blossom sets. Full pages Blossom diamond ring... is blown up and laminated for 


run month after month in Seventeen, the magazine that counter display; plus new ad mats, mailers, handouts, and 
reaches 8 out of 10 of all U.S. teen-age girls! gorgeous new showcase trim! 


By, 


Special showing in your store of the fabulous Traub New Profit-Sharing Ad Plan gives you the chance to 
Collection really builds traffic! Your Orange Blossom sales- make 5% extra profit! Just advertise Orange Blossom. 
man will show you how to advertise and merchandise it Spend up to 5% of what you've paid us on the vear’s pur- 

pull in prospects from miles away. Spt ‘cial showings are chases. Send us receipted bills—we'll reimburse you in 
dr wing big crowds all over America! merchandise. Keystone it—and the profit’s yours! 


Traub Manufacturing Co. 
Dept. T-82 
1934 McGraw, Detroit 8, Michigan 


Style 597 4) 85 @ Style 240 ' 
bo Pe I want to cash in on Orange Blossom’s great new 


promotion. Send me full details today! 


Orange Blossom Rings | 
OMG yucial is le self. / Firm 


CANADIAN PLANT. TRAUB MFG. CO. OF CANADA, LTD., WALKERVILLE, ONT City Zone 
SEE THE FINE EMBLEMATIC AND SPECIAL-ORDER JEWELRY MADE BY OUR SCHUMER BROS. DIVISION 
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Spring Ls just around the corner. People are back in that 


gut-giving mood. And an attractive window, filled with suggestions, 


can help you sell Valentine gifts for everybody 
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This display offers suggestions for the girls’ gifts and the 
copy card reads ... “Whether your Valentine is nine 
or ninety, there is a gift of Jewelry to delight her!” Sil- 
houettes cut from red paper of girls’ heads are mounted 
on pale blue fabric-covered hearts scattered across the 
background. Merchandise, arranged on low elevations, 
should include a particularly varied selection. Tiny nose- 
gays are tacked to the background around the hearts and 
several gift-wrapped packages are shown with the mer- 
chandise. The pale blue and red color scheme can be 
carried out in elevations and packages. 


This sketch is suggested for the larger window of the 
installment type store and uses a background decoration 
of Cupid with bow and arrow which you may find available 
from a display supplier or which can be executed by a 
local artist. Net draperies add a soft background touch 
and small cut-out hearts are scattered across the back- 
ground wall. A large cut-out heart rests against the step 
elevations with a copy ribbon running through it, and 
merchandise is arranged around and over it. You may 
find it possible to get a plaster or papier-mache Cupid for 
the background. 


A perky little snowman sports the latest in water-proof 
and shock-resistant watches in this display for winter- 
sports enthusiasts. White flannel spread over several old 
pillows or cushions on the floor of the window and sprin- 
kled with artificial snow crystals can make quite pre- 
sentable snow banks for displaying your watches. Addi- 
tional watches can be hung on icy-looking tree branches 
against the background and a pair of ski-poles carry out 
the theme. The snow man can also be made of flannels 
properly stuffed! A schedule of snow conditions at near-by 
resorts will get the attention of your prospective cus- 


tomers. Bea 








Between you and the sale of a diamond .. . 


Your Diamonds in Public 


by Gladys Babson Hannaford 


Anyone who knows diamonds is pretty sure to 
know Gladys Babson Hannaford, a real authority 
on the subyje ct. She contributes Tre quently to 
JC-K, and what she writes not only makes good 
reading but is packed with sound practical sense. 
You can use it—every word. This is. the first of 
her new series of articles on problems that arise 
in making a diamond sale .and how to answer 


those proble ms. 


° At a dinner party, a woman leaned across the 
table and said to me, “Did you see Mrs. Blank’s 
beautiful jewelry? Her husband gives her dia- 
monds on her birthdays and their wedding anni- 
versaries, and he adds a diamond to her bracelet 
every Christmas.” Her voice was tinged with 
envy. I had the feeling that her husband could 
be on the receiving end of a diamond sales talk 
before her next anniversary rolled around. 

I looked at Mrs. Blank. No single piece of 
jewelry was large or elaborate, but all of it to- 


How long since you've given your wife a diamond? 


gether created an atmosphere of smartness and 
good taste. I was delighted because Mr. Blank is 
a jeweler and obviously a good merchant. 

As a complete contrast, I know a jeweler who 
gave his wife a stainless steel sink for their 
wedding anniversary—that most sentimental of 
days! What a way to stimulate diamond sales! 


JEWELERS 


Yet I heard him complain that the local hardware 
stores were cutting into his gift business. 

You want to sell diamonds to your customers 
for anniversaries, birthdays and other gift occa- 
sions. What do you give to YOUR wife? 

A jeweler should have a fairly active social 
life if he is to be known in his community, and 
the jewelry his wife wears on every occasion 
should create interest and desire. If you have 
not bought her diamond jewelry through the 
years (shame on you if you haven’t!), have her 
wear some of the better pieces out of stock. She 
will enjoy it. You may have a rugged time get- 
ting them back into the diamond department, but 
it will be worth the effort. 

If you have a daughter, how do you remember 
her birthdays? You should start to accumulate 
her diamond wardrobe quite young. She will love 
wearing a locket with a tiny diamond on special 
davs while she is very much the child. Remember 
she is your ambassadress to a new generation. 
See that she is envied and copied. 

Most jewelers agree that the diamond depart- 
ment is the most important one in the store. How 
often do you see a saleswoman wearing diamonds? 
Kvery woman behind the counter should wear 
diamonds during working hours. Choose some- 
thing out of stock that will look well on the dress 
or suit she is wearing. Tell her you expect her 
to model it for you. She can develop her own way 
of showing it to the customers. 

Set up a plan whereby your salespeople can 
purchase diamond jewelry for themselves. They 
are meeting friends, relatives and neighbors on 
their own time and, if given a chance, will do a 
little indirect selling for you. If one of your sales- 
women owns a diamond in an old mounting, en- 
courage (but do not urge) her to have it re- 
mounted. Make the price tag as low as possible. 
At cost plus tax you are not losing money. Cau- 
tion her not to tell anyone the price involved, and 
explain that you are making a special price to her 
because, working for you, she ought to have her 
diamonds looking as beautiful as possible. This 
is an inexpensive way to promote your most 
profitable merchandise and it can bring you new 
business. See 
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He just liked clocks, and found that 


other folks liked them too. Now he 
sells them at $3 to $300 and happily 


finds himself .. . 


A typical Eich window built around a ship’s chronometer. 


A specialist in clocks 


by Gunston Forbes 


® TWENTY-ODD YEARS AGO when William Eich en- 
tered the jewelry business as a young watch- 
maker, he had no thought of specializing in 
clocks. In fact, when he hung a few unusual 
clocks in his store on Lawrence Street in Denver, 
it was more because he liked them than for any 
other reason. But the clocks outsold the watches. 
Before long clocks had become 10 per cent of 
his inventory. Then 20 per cent. It was almost 
as though Fate determined what he should spe- 
cialize in. Sometimes his sales of other lines fell 
—but the clocks went steadily ahead, once ac- 
counting for more than half his total business. 
He has helped Fate along with a two-pronged 


formula. He stocks so large an inventory he has 
a clock to appeal to every taste. And, except in 
the extreme low-priced brackets, he stocks only 
numbers that are not duplicated in department 
stores, furniture stores or even many large 
jewelry stores. Most customers, he believes, want 
“something different’ —and he has it for them. 
He buys from about 20 sources on a regular 
basis and also from other miscellaneous one-shot 
sources. “‘We follow the old adage which is ap- 
plied to gold,” he says. “Clocks are where you 
find them. Most of the clock manufacturers, im- 
porters, and jobbers know of my interest in 
unusual clocks, and they write me or send a sam- 


(Please turn to page 92) 
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a specialist in clocks 


, ’ . , 
(continued rrom page ‘ot ) 


ple when they have something to offer.”’ 

The outstanding characteristic of the Eich in- 
ventory is the fact that almost every clock has a 
“gimmick” of some sort. A distinctive point in 
design or mechanism or appearance is usually 
enough to make it sell. 

For example, Mr. Eich has enjoyed a fantastic 
turnover of a small jeweled mantle clock which 
features two pendulums, swinging alternately, 
plus a tiny ballerina on the top. More than a hun- 
dred of them were sold in a year’s time, many to 
customers to whom he merely telephoned, inviting 
them to stop by and see something new. A few 
years ago he introduced wall clocks, which were 
replacing mantle clocks in the more modern 
homes. Here again he avoided conventional in 
favor of unusual types with swinging pendulums, 
crystal frames and period designs. 

When anniversary clocks, with revolving ball- 
type escapements under glass first appeared, he 
sold the standard variety for a few months. Then 
when duplicates began springing up everywhere 
through the city, he swung to jewel varieties with 
tiny dancing dolls inside. 

He stocks commonplace varieties only in the 
extremely low end of the price scale. ‘“‘This is 
necessary for self protection,’ Mr. Eich says. ‘‘We 
don’t want a customer to feel that he must pay 


This is one of the reasons 
why the Eich store is known 
as “the clock center of Den- 
ver.”” Many of the eye-ca 

ing numbers displayed on the 


pegboard are not sold in the 


city’s other stores. 


a premium for an unusual clock and so we keep 
a basic structure of low-priced numbers from 
alarms to wall clocks. As fast as we find any clock 
being sold by other stores, or being price-foot- 
balled. we discontinue it. However, we must at- 
tract the entire market.”’ 

Popularity, where clocks are concerned, is un- 
predictable, Mr. Eich has found. He keeps his 
inventory flexible because experience has taught 
him that the clock which is a sensation one season 
may fall flat the next. 

An example is the “sunburst” wall clock which 
two vears ago was considered de rigueur for most 
economy-priced new homes. Volume held up for 
a while and then collapsed. Now chaste smaller 
wall clocks, or pendulum types have taken their 
place. Anniversary-clock sales have slowed down, 
but there has been a sharp demand for tiny 
French ceramic clocks, faithful brass copies of 
old-fashioned two-bell alarms and travel clocks. 

There is no such thing as a typical clock cus- 
tomer or a typical clock purchase,” Mr. Eich says. 
“We find that except for knowing that he wants 
a clock to go on a mantle or a wall, the average 
customer is completely openminded and buys on 
intrinsic appeal rather than by price, type, brand 
or anvthing else. 

“A lot of people feel that a clock with some 
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This trademark is the symbol of one 


of America’s large diamond importers 


that has served quality jewelers for 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


With her 
Majesty, why not 
go fhoral— 

with Spring 

only around the 


next turn? 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 


—and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 


the type of design which will appeal to the customer. 
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‘WHEN YOU'RE IN A SPOT... 
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Star Sapphires We have a large 


stock of Precious 
Star Rubies Stones, mounted and 
: unmounted from 
Supphires which to make your 


Emeralds selection. Let us 


cooperate with you 


Cat's Eyes on your special 
calls. 


| JEROME RICHHEIMER 
We are always interested in purchasing estates—or 


Gaus oF 
jewels which your customers submit to you for sale. Y.. a 


608 FIFTH AVE. ‘NEW YORK 20, N.Y. 


Phone Circle 5-5673 
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Cherished moments preserved for 
a lifetime of remembering, in a beautiful 
Gibson volume destined to become tomorrow’s treasure. 
Richly illustrated in delicate, shaded blue and gray, pages 
contain space for engagement, showers, guests, certificate, family 
trees, honeymoon, first home, family life and 
other precious memories. Complete section for 
listing wedding gifts with numbered identification 
stickers. Beautifully bound in washable simulated 
leather or silky rayon moire, 
white with silver title. . @ tonite Mate 


36 pages, 8x 10 $3.50 LIST. non ae Ces : 
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Publishers 
NORWALK, CONNECTICUT 
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This counter case helps to bring photo- 
graphic equipment out where visitors to 


the Daniel's store can’t miss seeing it. The 





department stands halfway down the main 


aisle to the right. 


A “case” for cameras 


by Robert Latime) 


Can cameras be an important line in a jewelry 
store? Here’s a Southwest firm that says a hearty 
yes ... it upped its photographic sales 300 per 
cent in one year 


® THE DANIEL’S JEWELRY CO. of Phoenix, Ariz., 
had been selling only a few cameras and projec- 
tors. Two factors determined the Daniels people 
to build up their photographic department: the 
increased interest in color home movies, and the 
flock of well-heeled tourists who pour into the 
Valley of the Sun each winter. 

They didn’t go off “half cocked” but thought 
the whole thing out. The camera enthusiast, they 
reasoned, is a special kind of fellow with a special 
kind of need—he needs someone who can talk 
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his own language. None of the salesmen could 
do this. They had only a smattering of knowledge 
of photography, and serious-minded fans were 
going elsewhere for their equipment. So the store 
brought in young Charles ‘King’ Straus. 

Mr. Straus, the son of one of the first owners 
of the firm, knew his cameras inside and out and 
could talk projectors and miniatures with the best 
of them. 


A new location 
Immediately he relocated the department in a 
prominent spot midway along the right side of 
the aisle where almost all store traffic passes by. 
Here he set up a wall case six feet wide and five 
(Please turn to page 100) 
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3 new exciting Sales Plans for 


record setting Spring Sales of ... 


~— TMPERTALCuItured Pearls 


Jewelers from coast to coast have come to expect from 
Imperial—not only the finest, most exciting styles in cultured 
pearl jewelry but also new unique promotions for volume 
year round sales. In keeping with this tradition, Imperial is 
now ready with fabulous new designs in necklaces, earrings, 
pins, charms, rings, bracelets, and pendants that will be the 
pace setters for Spring jewelry fashions. What is equally 
important—Imperial offers a choice of three new stimulat- 
ing promotions to make Imperial your biggest Spring seller. 
These selling plans can be tailored to any size operation. 
Smart jewelers are including one or more of these money- 


making sales events . . . why don't you? 


Look for the Man from IMPERIAL! 


You can always be sure with Imperial of outstanding quality, 
style, and value in Cultured Pearls. What is more ... your 
Imperial representative can offer selling ideas and promo- 
tions that will make cultured pearls the most profitable 


department in your store. 


IMPERIAL PEARL SYNDICATE, INC. 


WORLD'S LARGEST IMPORTERS OF THE WORLD'S FINEST CULTURED PEARLS 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914. Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theater Bldg. Shinjuka, Ku 
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(10) THIRD PRIZES: 
’ piamond Ring 


Nationally advertised in these 
top magazines to direct heavy 


traffic to dealers’ stores — the 
ONLY Source of Entry Blanks! 
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DIAMOND RINGS 


Keepsake Dealers Win a Trip to Europe for Two 


17 Exciting Days, visiting London, Paris, Rome and other famous 
cities. Trip Awarded to Dealer in Each of 4 City-Town Population 
Groups Who Submits Most Entries. 


Ist Class via fA Kim 


AIRLINES 


Sweepstakes Dept. 
A. H. Pond Co., Inc. 
Syracuse 2, N. Y. 

4 DEALERS WIN , 


ALL DEALERS PROFIT! Please rush details on the Keepsake Sweepstakes. 


Stake Your Claim — NAME 
Mail Coupon Now! ADDRESS 
_STATE 
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“King” Straus arranges one of his 
eye-catching displays. The rest of the 
store personnel don’t know as much 
about photography as he does, but he 
sees to it that they all know enough 


to sell intelligently. 


Por cameras ttrom page Gh ) 


feet high for his camera display. The case has a 
brilliant green lining to contrast with the colors 
of the equipment shown beneath. 

On the upper shelf where everyone could see 
them he placed slide transparencies and movie 
projectors and cameras, and on the shelves below, 
accessory flash guns, tripods and carrying cases. 
A single counter case in front showed exposure 
meters, carrving cords, filters, and miniature ac- 
cessories. The merchandise was nationally adver- 
tised, and the choice was so inclusive that the 
department began at once to “declare itself’? as 
able to supply the needs of the advanced amateur 
and even the professional. 

Mr. Straus is quite a showman and_ uses 
dramatic action to spark up sales. “In selling 
Polaroids,” he says, “we shoot a picture of the 
prospect across the counter and let him watch it 
develop right before his eves. Then we hand him 
the finished print.” 

This demonstration, coupled with a single news- 
paper ad, sold 22 Polaroids in one week and 18 
more the following week. In every case Mr. Straus 
believes it was the fact that the customer thor- 
oughly understood the operation of the camera 
that brought about the sale. 

The ‘fon the spot”? demonstrating pays off also 
in another way in the other Daniel stores. In 
Mesa, for example, a small town 15 miles from 
Phoenix, enlargements of Polaroid shots are made 
and hung up on a pegboard panel where friends 
can see and recognize them. 

Another sure-fire stunt which can be counted 
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Wears Fil Supply 


on to produce questions is a strip sign which Mr. 
Straus has hung above the case. It reads: “One 
vear’s film supply free.’”’ While it refers only to 
film for a single imported camera, a novelty in 
the gift classification, it arouses interest and 
has proved the opening wedge in many accomp- 
lished sales in all divisions of the inventory. 


A well trained personne! 


Through the coaching of Mr. Straus, the rest 
of the sales personnel now learn about the cameras 
and accessories too. Whenever a new item is re- 
ceived, everyone attends a meeting in which it 
is demonstrated and its selling points indicated. 
Then each person is given an opportunity to oper- 
ate it so that he may feel confident in selling it. 
The result is there are very few “I'll come back 
later’’ customers. 

One window of the store is devoted to things 
photographic, and at least one photographic ad 
is run each month. The department also received 
a tremendous lift when a 10-piece, $129 photo- 
graphic kit, assembled by the store, was offered 
in a catalogue sent to more than 5000 regular 
patrons. 

The record proves that Mr. Straus’ methods 
work. A 300 per cent increase in one year isn’t bad. 

“T see no reason,” Mr. Straus concluded, “why 
any jeweler shouldn’t make a success of photo- 
graphic merchandising—if he does three things: 
pick his market carefully, stock an adequate in- 
ventory, and train his people well—so customers’ 


questions don’t ‘throw them’.” Zee 
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DIAMONDS 


6008 Fifth Avenue, New York 20, N. Y. 


Formerly 
LL. & M. Kahn & Co. 


and Te lephone: Circle 35-4315 
. ‘ sa/a olborn Viaduct London 
Jacobsor Bros ii oO (Corp ; ae 
_" | im nd rp. Cable Address: “‘Redlace’’ New York 
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Enlarged for detail 


Rubies, Star Rubies, Sapphires 
Star Sapphires, Emeralds, Catseyes 
Loose or in Platinum Diamond 


Mountings of Exclusive Design . . . 


VAY K Mb. S;077, bi: 
Formerly Robinson. & Sverdliik 

610 FIFTH AVENUE, Rockefeller Center 
New York 20. New York 


Over 35 Years of Service to the BR 
a} 


Leading Jewelers of the Nation 








JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1958 





ax 2 RR Ra See 
< = Soe 
—— — 
ant 
. . pes . SGM 
4 ” ~ ay : 
: > : —— a Xe 
A Se* SSS 
“ ss : x. 
: > 





Watchmaker instruments, each tagged with a descriptive 
card, gave interest to last year’s “Inspection Time” win- 


dow of Axel Andersen, Portland, Ore. Display material 


from such previous promotions were also used effectively. 


Preparing for WATCH INSPECTION TIME 


by Jeffry S. Wetrich 


Here are seven ways to make real use of this 
mid-March, nationwide promotion. It can be a 
money-maker, a traffic-builder and a confidence- 
winning activity for your store 


© “IT’S WATCH INSPECTION TIME, March 10-22, at 
your jeweler’s.”’ 

This message, building interest in a two-week 
merchandising event for jewelry stores, wiil reach 
millions of homes within the next month. Spon- 
soring the program for the tenth year, The 
Watchmakers of Switzerland will use full-page 


Oe ALCS ALT 
[RS IEAELIG ALVES 
WSS TLR EERE TEF 

432 GOO Titets 


& ORT 


ads in Look and Reader's Digest. Once again “The 
Watchmaker,” Norman Rockwell’s famous paint- 
ing of the bug-eyed boy gazing in respectful won- 
der at the old craftsman, will honor traditions of 
the industry. And this time, the advertising text 
will say in part: 

“What makes it tick? Why—it’s time being 
measured! In a jeweled watch, it’s the jewels 
of the lever you hear ticking away, so quietly, so 
free of friction. Two of them—cut and polished 
and set with microscopic accuracy—alternately 
strike the teeth of the escape wheel five times a 
second, 432,000 times every 24 hours. 

“Your jeweler can tell you why a jeweled-lever 


The secret of jeweled lever action 
is suggested by this new window 
display created for Watch Inspec- 
tion Time by The Watchmakers of 
Switzerland. Hidden batteries 
power the wheels to reproduce, in 
giant scale, the time-keeping prin- 
ciple of a jeweled lever watch. 


Colors are blue, red and gold. 











Two exquisite pieces ... 14K white gold pendant 

and ring, crowned with large and lovely aquamarines. 
In the exacting CHURCH tradition of craftsmanship, 
with the typical CHURCH flair for style. 


2971IW/2 — the ring 
4899W/5 — the pendant 
4795W/16 — the chain 


CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


‘ Member 


heih— dd 
b tls Trade mark registered in US. & Canada OY \ 


American 


Gem Society 





Beautiful luxury pieces in 
14K white gold and Palla- 
dium. with stone points and 
diamonds, for those who 
want the finest. The pins 
illustrated are only a small 
part of our extensive 
selection of Eastern Star 
and all other emblematic 


jewelry. 


Note—Pin +230 is for a 


Grand Matron only 


Pins illustrated $70 to $380 


Wreerreruine Byte & CO. 


MENMBER AMERICAN GEM so ciety 


THE NAME THAT MEANS 


Hn WE CT Eble WMC Jeudry 


8 ROSE STREET, NEWARK 8, N. 
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Preparing for Watch Inspection Time 


(continued from 102) 


watch is easy to service. For he is trained to 
keep it on time throughout its life... . 

Scheduled as it is during a somewhat dull sea- 
son, between Christmas and Easter, Watch In- 
spection Time will spark store traffic and sales in 


i 





ADVANTAGES OF A WATCH 
REPAIR DEPARTMENT 


ACCORDING TO JEWELERS 


} 
Uy, hse yy ED YY Z y Yi, 
didi ddddddddd WV: Wt, 


in more potential 
customers 


increases sales Y , Uji Yy 


increases customersZZy ty 
. < Me ty 
confidence V0. YY 


A traffic builder. brings 


Speeds up repairs 


Service to customer YYHYH 


Necessary — 
accommodation 


No advantage, No answer YY 


Is a watch repair department worth while? Decided- 
ly yes, most jewelers replied during recent survey 
sponsored by The Watchmakers of Switzerland. 
This table shows main reasons why jewelers value 
the service end of their business so highly. 











thousands of jewelry stores. How much good it 
does for your store will depend, of course, upon 
how many ounces of energy and enthusiasm you 
choose to put into it. 

Here are seven ways for your store to tie in: 


1—Put one or more windows to work, with 
interest and imagination. Many jewelers show 
watchmaker’s tools (each with an identification 
card), genuine packaged parts and testing ma- 
chines. Malcolm Karfstedt of Seattle plans dis- 
plays that feature the Spring inspection of lawn, 
garden and home; he’ll show that watches, too, 
need a checkup now. Lechenger Jewelers of 
Houston will display antique watches and antique 
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tools, to show the contrast with current styles 
and modern ways of servicing them. 


2—Use Watch Inspection Time newspaper ad- 
vertisements before and during the two-week 
event. More than 50,000 mats have been ordered 
by jewelers in past years. They are one and two 
columns wide and five to seven inches deep. 


3s—Get newspaper publicity. Ask a reporter 
from each paper to tell about Watch Inspection 
Time, quoting either your store or the officers of 
your local jewelers’ or watchmakers’ association. 
Tell why jeweled watches deserve a_ periodic 
checkup and why the jeweler-watchmaker is the 
only craftsman who can provide that care. De- 
scribe the style and performance features to be 
found in new watches, chronographs, chrenome- 
ters, and self-winding, waterproof, anti-magnetic 
and shock-proof watches. Call attention to calen- 
dar, alarm and moon-phase features of modern 
watches. 


!—Invite customers to bring their watches in 
for a free inspection or a free timing test. Last 
year some stores sent out 2,000 or more post-card 
mailers. Norman D. Luth, of Compton, Calif., 
president of the United Horological Association 
of America, offers this suggestion: 

“Inspect and regulate watches for every person 
entering your store. Explain that this is an annual 
check-up period for jeweled-lever watches. Don’t 
wait for them to ask for this attention. Offer it 
freely with the customer’s satisfaction in mind. 

“If his watch is definitely in need of repair, 
don’t hesitate to make such recommendation; but 
if the watch is reasonably satisfactory, make a 
note of it and put the customer’s name on your 
mailing list for future reminders to him to have 
his watch overhauled. 

“Use good judgment in telling your customer 
the watch needs overhauling, because he may have 
had such work done on it recently by someone 
else. Don’t appear to be just drumming up busi- 
ness, or cast reflection on a fellow-watchmaker.”’ 


5—Dress up the service department with a dis- 
play of dials, crystals and brand-new watches, 
with a time machine in view. Outfit your watch- 
maker in a white smock or other professional- 
looking attire. 


6—Tell your sales people about the importance 
of the service department, both as a profitable 
operation in itself and as a traffic-builder and 
sales-maker for new watches and other merchan- 
dise. Remind them that Watch Inspection Time 
will bring many customers into the store shortly 
(please turn to page 109) 
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Classic simplicity in a design of religious 
expression. Expertly crafted by |. ROSKIN CO,, 


these rings reflect distinctive character 











and eminent good taste. 














In 14K Gold . . . all-white, all- 
yellow or two-tone. 





Available as Bridal Ensembie, 
Mr, & Mrs., or Threesome. 


Sold through your wholesaler 


I. ROSKIN Co., INC. 21 West 46th Street, New York 36, N. Y. 




















“TAIA" — Order No. 256 1/20 10K Yellow G.F. Only $11.00 Key. 
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SMASH HIT - omer Watch Attachments !! 


An exciting innovation by Admark that is getting an 
Laeeeie - enthusiastic reception from coast to coast. Two pieces of 

America’s Most jewelry in one—a watch attachment, a colorful bracelet— 
— featuring genuine “Queen-of-the-Nile” scarabs in all their 


— eoaenveen | “My glory! Order now for early delivery! 


Scarab Jewelry. av cqunme| 
Write for an 


Catalog! PS ET oe re se of TRADE MARK REG U S. PAT OFF. 


er 714 SANSOM STREET 


DISPLAY CARDS » cen: ry PHILADELPHIA 6, PENNA. 
Copyrighted 1958 by ADMARK 
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Special 
Notice 


for the experienced jeweler 


Now, for the first time, the GIA 
brings the retail jeweler complete 
advanced Diamond Training in 
one course! 

With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
—with grading and appraisal prac- 
tice using GIA diamonds. 

Gain the added prestige, the 
greater profit, the sure confidence 
that come from knowing. Write 
today for complete information on 
this exciting new course. Catalog 
contains color plates of diamonds 
and gems! 


JOSEPH I. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
‘“‘We were lucky to sell one diamond of a 
carat or more per year. After GIA training 
we average two to three per month.” 


ALLAN L. STEVENS 

STEVENS & SON, SALEM, OREGON 
“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way. 


GEMOLOGICAL INSTITUTE 

OF AMERICA 

DEPT. K2, 11940 SAN VICENTE BLVD. 
WEST LOS ANGELES 49, CALIF. 


GEMS AND GEM STONES (from page 84) 
Goshenite (named for a white beryl! occurrence 
near Goshen, Mass.) has no special gemstone im- 
portance, though in checking through a lot of 
colorless natural stones one will find an occasional 
white beryl. A few have been used in making 
emerald triplets; with a beryl refractive index 
they might be deceptive to an embryonic gem- 
ologist of limited experience. (This is one place 
where the maligned emerald filter—so what if it 
isn’t entirely foolproof ?—can be of value.) Irra- 
diation of white beryl! stones turns them yellow, 
and it appears to be one of the few cases in 
which the new color is of some permanence, not 
fading away during a few minutes of exposure to 
sunshine. 


Golden beryl 


Golden beryl! ranges in color from “heliodor”’ 
green-yellow to a golden orange of a fine Palmyra 
citrine quartz. The larger stones are never the 
best in color. The rich orange-yellows which may 
wholesale for $20 or so a carat are seldom avail- 
able and never larger than 5 to 10 carats. Al- 
though they are infinitely rarer than aquamarines, 
they find no great demand because of their re- 
semblance to commoner and cheaper stones. Con- 
sequently, we exact from them the same per- 
fection we require of aquamarine, even though 
the supply does not warrant it. 


Morganite 


Morganite and the new orange beryl! must also 
pe clean and free from flaws, as well as richly 
colored, to be really valuable. Brazilian morganite 
comes in fair-sized, usually tabular or deeply 
etched, crystals. It sometimes forms the inner 
zones of stubby, aquamarine-bordered beryl; 
sometimes it is wholly pink, but always it Is pale. 
In hue it will range from a fairly clean pink to 
a pale apricot. As with aquamarine, a little heat 
drives out the vellower tones and reveals a clearer 
pink tint. No Brazilian morganite till now has 
been more intense in its color than the dollar-and- 
a-half-a-carat aquamarine blue is; so the price 
of most Brazilian morganite should not be much 
more! The new apricot beryl seems to come from 
one locality and to consist of clear bits picked out 
from large, shattered, embedded crystals. Little 
of the rough is free of bubbles and feathers. It 
is deeper in color than much of the old morganite 
(though on heating it ends up with about the 
same old intensity) but to have good color the 
stones must weigh 10 carats or more. Wholesale 
prices on clean material run around $3 a carat. 

One might here put in a plea for flaws, so to 
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speak. A truly large (200- to 300-carat) stone 

of this material free of flaws seems out of the 

question. However, a flawed stone of this material 

has been cut, with all the little glittery spots that 

come from the included bubbles, and it has made 

a beautiful stone with a unique tint. While it 

is not an expensive stone because of the flaws, 

its unusual color and appearance is enough justifi- 

cation for making such a stone; it would be a pity 

if the conventionally minded can see only the 

flaws and not the beauty of hue. Nevertheless, it 

will probably prove very difficult to sell! 
Madagascar morganite is much deeper in hue, 

supplying beautiful pink stones which, rarely, Brea Miata 95 

approach a raspberry red. They are sometimes | | I i eg 

clean and may be 50 carats or more in size. In 3 a we 

price they are about the same as aquamarines pe 

of comparable intensity ; cheaper than they should | : 

be from the standpoint of rarity, but not nearly . be SuUre YOu get 

so well known and so wanted by the general ‘ 


ie ae 
public. Not all the Madagascar stones require 4 genuine 


heating to intensify their pink, some are naturally 


very pink. : 
Next month we shall start with a veversed situ- 

ation; instead of insisting upon flawlessness in the 

emerald we almost mnsist on flaws. Sines they (Lie 

so prevalent in this stone, it is almost a foregone , 


conclusion that aclean stone must he an imitation. 





Beautiful Linde Stars are man- 
. made in Union Carbide’s Chicago 
> ry , 
The magnificent Syn- plant...cut and polished for 
thetic sapphires and brilliance . . . carefully graded 


rubies that for quality and distributed 
through Linde’s exclusive dis- 





’ tributors. AND because Union 
star in the lovely and Carbide’s unsurpassed quality 
exclusive designs of controls assure the FINEST in 

7 synthetic gems... ask for 
these leading manu- LINDE Stars... specify them on 
facturing jewelers your creer... de cme & 

appears on your invoice. 
; a vo You can count on these manu- 
/ . : ~ Sté ‘ -W ‘Sl your facturers the nation’ f< > 
. I ; _ - _ ; * 7 . lation’s remost 
My) selling tal Vv U US perfect 4 orofit-picture manufacturing jewelers, who 


prefer LINDE Stars. 


3 NEW YORK CITY — Murray Perkel & Co., ST. LOUIS, MO. 
: , ; 4 Alsan Mfg. Co. nae Perkis Kinsley & Sons, Ine. 
. & Beck & L 

but I didn’t make the sale: gf Beskerman a Cerner SamveyPiazae Co, tne. 


J. L. Brandt Co. David Sarkin, Ine. Fratianne Mfg. 


“pe ‘ Co. 

Coronet Jewelers William Schneider 

Davidson & Sons Jiry. Schuman & Donehi, Inc '. | thea Mfg. Co., 
Seltzer Bros. Swirsky Bros., Inc. 


6., Ine. 
E. S. Feinstein & Co. Skalet Mfg. Co., Ine. 
Fiyer Brothers Untermeyer, Robbins & 


Co., Ine. 
was SS Ben Frackman, way ''g skolnik, Inc. PENNSYLVANIA 


4h : ° . Sy 1. R. Wood & Sons, Ine 
There you are, standing behind vour dia- . Gevertz & Co., Ine. Byard F. Bregan 

. ; ' & " . <4 H. Glaser Co. BUFFALO. N. Y Helm and Hahn Co. 
. Goldstein-Gerson Co. The Bock-Lewis Co 

: ; ; > er . ; se Green & Co., Jirs., Inc. Mm. A. ich _ PROVIDENCE, R. I 
mond counter, feeling silly as all-get-out, ea Benjamin & Edward J. a Dolan & Bullock Co., 
ia Gross Co., Ine. CHICAGO, ILL. inc. 

Harry Guise, Ine. Ed. Cain & Co., Ine. 


Hirsch and Oppenheimer 
H. Hamburger Co., Ine. Sania tame & Oe NEW JERSEY 


irvring Co. : , 

S. Jollofsky & Sons, Ine. Stein & Ellbogen = Aeme Ring Mfg. Co.. 
i NAS » frura « ‘ : fay Kahn & Co. INDIANAPOLIS, IND. 

hitches up her furs and heads for the door. © =o Morris Kaplan and Sons Goodman and Company oa 6. tam te 

Charlies Koppel Ring Co. MINNEAPOLIS, MINN. Jade! Ring Mfg. Co., 


- ; ; . ; K. S. K. Jiry. Co., Ine. d Anderson "& Woodland Co.. 
What was wrong? Maybe Gladys Babson Mercury Ring Corp. Ging Specialty Co. = nes 


The Vietor Corp. 


watching the back of your customer as she 


Hannaford can tell you. Turn to her article 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36+ COLUMBUS 5-2656 


on page 89. 








*Linde is a registered trademark of Union Carbide Corp.—a synthetic gem. 
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Like a Sheriff 


needs his #« 


‘ 





Like an Engineer 
needs his 
Slide rule... 





That’s how a Merchant needs 
this ‘‘problem solver’’ 
when he sells by 


Self-Selection 





Monarch Model ‘‘20’’ Dial-A-Pricer 
price-marks varied lines—small lots! 


Users refer to Monarch Price-Marking as “an 
absolute necessity in self-service selling.’’ Model 
“20° price-marks from dial-set bands of rubber 
NO TYPE SETTING REQUIRED! New 
settings of price (plus stock or other selling in- 
formation) are made in seconds. Get the full facts 
on how you can Protect profits ... Create confi- 
dence . .. And make sure each sale 1s at correct 
price with accurate Monarch Price-Marking. 


SENSO LABEL... 

pressure sensitive — 

requires no moistening 
adheres to fiat 

or curved surfaces 


The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio 


I am interested in a Monarch Model 20 Dial-A-Pricer price- 
marking machine. Send me information on it—without obligation. 


_ ‘JCK 258 


Man-made emeralds draw crowds 


® Chatham cultured emeralds recently sparked a 
profitable promotion at Barons Jewelers’ two 
Montana stores. Through Ipekdjian, Inc., dis- 
tributor for the stones, Barons obtained a selec- 
tion of uncut crystals, crystalline aggregates and 
platinum and gold brooches, earrings and rings 
set with diamonds and Chatham emeralds. 

The two Baron stores, in Great Falls and Bill- 
ings, devoted their “diamond windows” to the 
emerald show for one week. Deep red cloth pro- 
vided a contrasting background. Uncut crystals 
were hung from the ceiling on cords of different 
lengths, and the crystalline aggregates were 
interspersed with pieces of finished jewelry. 
Colored photographs showed models wearing 
Chatham emeralds, and another photograph pic- 
tured emerald-maker Carroll Chatham in his 
laboratory. 

A gemmologist of the Billings store and a stu- 
dent gemmologist of the Great Falls store ex- 
amined the cultured gems and compared their 
properties with those of natural emerald. They 
briefed the sales staffs to be sure that customers 
would be given accurate information. 

3arons announced the displays in a large news- 
paper ad, phoned customers and invited members 
of local geology clubs to come in. Result: “an 
unbelievable number of people’ responded, ac- 
cording to Arnold A. Baron. Some visitors had 
never been in the store before. 

The promotion capitalized on several articles 
about Chatham emeralds which had appeared in 
national magazines. The store’s gemmologists 
were invited to speak before local clubs. 

“We are keenly conscious,’ Mr. Baron says, 
“of our need to stimulate demand for new prod- 
ucts if we are to continue to grow. The emerald 
promotion is a step in that direction. We wel- 
come ways to dramatize our stores and merchan- 


dise.”’ es 
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A SPECIALIST IN CLOCKS (concluded from page 92) 


animated feature, such as a swinging pendulum 
or oscillating-ball movement, adds life to a room 
which nothing else can give. On the other hand, 
some women who have excellent taste in their 
decor want the clock as unobtrusive as _ possible. 
We don’t attempt to set up any yardstick other 
than making certain that we always have some- 
thing to offer the customer no matter what 
amount he wants to spend or what the purpose 
of the clock may be.” 

At one time Mr. Eich was a constant user of 
newspaper advertising. With the growth of Den- 
ver’s population to the half million mark, how- 
ever, and the increase in lineage rates, he has 
found such advertising too expensive to pay off. 
Now he puts the same amount of money into “un- 
usual clock” ads in tourist guides, theater pro- 
grams and church registers. These insertions 
while not reaching so wide an audience, attract 
large numbers of first-rate prospects and help 
keep his store known to the public as ‘“‘the clock 
center of Denver.” ee 


VATCH INSPECTION TIME (concluded from page 104) 


before Easter (it comes April 6). Urge them to 
invite every customer to have his watch tested 
and to refer any technical questions to the repair 
department. 

Directing such attention to the service depart- 
ment builds customer confidence in jewelry stores 
and fights back against non-jewelry store com- 
petition. The jewelry store’s technical excellence 
has little meaning if the customer is not aware 
of it. 


-Ask your watchmaker to tell the sales people 
about the different types of jeweled-lever watches 
and their mechanical elements. He can also ex- 
plain the fashion aspects of watch design, such as 
how the bezel controls the impression of size, 
how the hands and hour-markers on the dial are 
coordinated, how the crystal is now often faceted 
or color-tinted, and the importance of the lugs 
as an element of design. He is more familiar 
with these things than anyone else in the store, 
and it is up to him to spread this knowledge and 
information. 

An announcement has been mailed by The 
Watchmakers of Switzerland to jeweler-watch- 
makers throughout the country. It tells what 
materials will be furnished by that organization 
for retailers’ use during Watch Inspection Time. 
Besides describing a new three-piece action dis- 
play, the mailer contains a mat sheet and order 
card. Zaa 
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announcing 


NEW and ENLARGED 
QUARTERS 


BF ies 


“COMPANY ts CALIFORNIA 
PS: exbice at its Best 











448 South Hill Street 


LOS ANGELES 13 


MAdison 6-3780 


affiliated with 








ANA COMPANY 


Irmprrers| ie) Damo nds since 1892 
NY 


55 East Washington St. 


CHICAGO 2 


RAndolph 6-0031 


630 FIFTH AVE., NEW YORK 20 
Plaza 7-1397 


ANTWERP 
AMSTERDAM 
TEL-AVIV 
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“More MONEY for YOU 


IN PRE-PLANNING A 


RETAIL PROMOTION 
OR AUCTION SALE 





These 2 men can prove it fo you 














If you have to raise cash quickly, turn surplus 
stock into cash, or run a going-out-of-business sale. 


DON'T jump into it headlong without 
careful planning. 

DO as these three retail jewelers did in 
New York, Virginia and Pennsylvania. Big or small, 
you too can reap the reward of a Colmes and 
Brill pre-planned promotion. 


A Grossed Over $300,000 in 6 wks. 
B Grossed $94,000 in 3 wks. 
C Grossed $36,000 in 2 wks. 


(Letters of recommendation upon request) 


Results such as these from our carefully pre- 
planned sales will assure you greater financial 
security if you're selling out and plan to retire— 
more money to pay your debts and stay in busi- 
ness, or add new life to your business to keep it 
going. 

As sales specialists and auctioneers to the jew- 
elry trade for over 35 years, our "know-how" 
can mean the difference betwen just making a 
few dollars on your own, or hitting the jackpot 
as we did for many jewelers—large and small— 
throughout the country. 

We know we can be of great help to you— 
and we can prove it. Why not call us to discuss 
and plan your sale in advance, at your conve- 
nience. 


NO OBLIGATION — NO EXPENSE 
WRITE - WIRE - PHONE COLLECT 


COLMES & BRILL 


Auctioneers & Sales Specialists 


45 West 45th St., N.Y. 36 JU 6-2334 
MEMBERS JEWELERS BOARD OF TRADE 








~ 
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LETTERS... 


COST PRICE: Among 1000 stores selling 
jewelry and repairing watches in Texas, 
there are some 825 independents, 120 
chain units, 35 discount houses and 15 
catalog houses. The 170 in the last three 
groups are giving the 825 independents a 
pretty good wagging. 

The discount house beats the cactus and 
screams about how cheap he sells, using 
all the big name brands rather indiscrimi- 
nately, and of course admission is by card 
only. Scrumptious-looking pictures from 
the catalog house make it unnecessary for 
anybody to bother going to a store. Since 
the catalog offers more for the money and 
—with guarantees in front of the book— 
the buyer has nothing to worry about. 

Then comes the chain store, with horns 
blowing, guns shooting, lights burning 
brightly and double-page ads telling the 
customers to come on with their wagons 
and carry home the free goods. Above all, 
don’t bring any money, because the sales 
are nothing down and teeny-weeny pay- 
ments. 

The 825 independents look upon this 
maelstrom of activity with knitted eye- 
brows. There are many plenty-smart in- 
dependents, and the great mystery to them 
is how in the heck can the discount houses, 
the catalog houses and the chains do it? 
The independents can prove the fact that 
if they had to sell from 30 to 50 per cent 
off they would go broke. They can prove 
that if they spent those scads of money on 
advertising and on give-aways and on 
long-credit terms they would go broke— 
and they would! 

The reason these up-and-coming oper- 
ators seemingly have so many more dol- 
lars to spend is because they buy merchan- 
dise much cheaper than the independents 
do. When we sell something to the 170 I 
can tell you right now it is because they 
need it quick or they cannot get it any 
cheaper. 

There are lines, and plenty of lines, that 
are created to sell, and that only sell, to the 
Big 825. Buy and push those lines. 

SYD W. PRAGUE 
Houston, Tex. Prague-Kurtz Co. 


JEWELERS ONLY? You hear a lot about 
what is going on in the Jewelry business 
today. About wholesale houses doing bet- 
ter than 75 per cent retail business. About 
‘atalog houses offering 40 per cent or 
more discount. About peddlers selling 
jewelry, diamonds and watches in the fac- 
tories. About drug stores, cigar stores, 
barber shops, beauty shops, hardware 
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stores, tobacco houses, distributing houses 
of all kinds, supermarkets, premium 
houses, stamp houses and what not. 

Nobody says anything about the real 
evils of the business. How about the fac- 
tories and the distributors who make 1 
possible for all this to go on? If the whole- 
salers, factories and distributors would 
sell only to jewelers who have a store (who 
are in the jewelry business for a living, 
not as a side line) it would improve con- 
ditions. 

Today the doctors, dentists, opticians, 
plumbers, electricians, carpenters, etc., 
maintain their prices pretty well, but 
when someone wants to buy a diamond or 
a watch, everybody has a place or a friend 
other than the legitimate retail jeweler. 

Why can’t the jeweler sell jewelry; the 
appliance store, appliances; the furniture 
store, furniture, etc.? Why can’t the 
wholesale jewelry houses sell jewelry only 
to jewelers? 

Today everybody is doing business at 
the other fellow’s expense and every retail 
jeweler is getting hurt one way or another. 
I hope you don’t think I am an old crank 
for writing this letter, you can take it or 
leave it. 

Rochester, N. Y. BERNARD J. HENSLER 


OLDEST SUBSCRIBER? God bless you and 
your wonderful magazine. I must let my 
subscription lapse because I am selling my 
business. I have been a long time a jewel- 
er. But Father Time has stifled my energy. 
I am 95 today. 
Warrenton, N. C. J. A. PIPKIN 
JC-K hopes that subscriber Pipkin will 
have health, happiness and satisfaction. 
We are extending his subscription, with 
our compliments.—Editor. 


PAT WRONG BACK: In reading your Decem- 
ber issue, I found on page 128 an error 
which you will no doubt wish to correct. 

My wife, Mrs. L. H. Kinard, was 
awarded the title Registered Jeweler of 
the American Gem Society, and not I. I 
would personally like to have the title, but 
have not yet put in the necessary study 
and time to pass the examination. 

Mrs. Kinard, the former Johnnie Byrd, 
was first awarded the R.J. title in 1946; 
she was the first R.J. in Florida. After 
we were married in 1953, she relinquished 
her title, but had it reinstated last Sep- 
tember, shortly after we opened our own 
store. 

LARRY KINARD 
Orlando, Fla. Kinard Jewelers 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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GIFT BOR 
OFFERS . 


Here’s an opportunity for a “good buy” 
on stock GIFT BOXES to meet all your 
needs. Our most popular low priced assort- 
ments still further reduced for greater sav- 
ings. Shipped promptly from stock. 


3 Assts. No. 33 (regular price $45.30) Special Offer 
$42.50 (216 boxes) 
THREE of our regular No. 33 assortments, 
21 sizes ‘SET UP” gift boxes from 3x3x8 to 
12x12x8. Choice of colors, silver & white, white 
embossed, coppertone, paisley or ivory enamel. 
(216 Boxes) 


3 Assts. No. 33 (regular price $45.30) Special Offer 
$55.00 
2 Assts. No. 66 (regular price $13.20) (234 boxes) 


Same as above PLUS our No. 66 assortment 
of 18 flat boxes from 74%x754x1\% to 18x18x234 
for trays, platters, plates, purses, linens, etc. 
Same color choice. 


No. 77 Folding Box Asst, WHITE (regular price 
$42.10) Special Offer $39.00 
No. 77 Folding Box Asst. GRAY (regular price 
$45.70) Special Offer $42.00 (385 boxes) 
12 sizes ranging from 4x4x4 to lixllx 7. 
Pure white color, or smart gray diagonal stripe 
design. 


SIX GROSS Jewelry Boxes (regular price $61.70) 
Special Offer $49.75 3 gr. No. 106, 1 gr. No. 
Bead (864 boxes) 
torial’s popular 
You get 3 gross 
2 1S 16 x 115, IG x 7/8, plus 1 gross each 
34%x3%x1%, 5u.x3%xl and | gross bead 
Net Choice of white & silver, coppertone, 
white embossed or ivory enamel. 


PICTORIAL PAPER PACKAGE CORP. 
232 S. LAKE ST. AURORA, ILL. 
15116 MERCHANDISE MART, CHICAGO, ILL. 


80, 1 gr. No. 11, 1 gr. 
Vans save $11.95 on Pic 
cotton filled Jewelry boxes. 
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gemma diiial 
ufd.by ARCH CROWN TAGS, INC. 


277 Halsey St, Newark 2, 0. 


FT TAGS 7 
PLASTIC 0 
IN ALL COLORS 
PARCHMENT 


ONYX-OX21B-2 ey i WALNUT — 58104 
19 —$26.75 Vole OB: 121'2 $10 


BAKELITE —PX-T2A-C 3 
2242 —$21.50 


i's A COLOR SPECTACULAR! 
Arlen’s Dramatic, 1958 Catalog 
in Brilliant, 4-Color Dimensional Process! 


Featuri ng 


[ropes 


e Genuine, natural Ony» 
e New “Inlaid’’ natural, hand-rubbed Walnut 
W ood. 
New designs combining gleaming ‘“‘Rich-Glo”’ 
finished brass and walnut wood 
Write or wire for 
am pie 1958 Catalog, 
sand Imprinting 


‘“Silver-Streak”’ highlighted black wood. 

Many new figures constantly being added. 
High-impact plastic bases; durable B akelite bases 
modern design Walnut wood bases; ‘‘Marbelette”’ 
plastic bases. 


ARLEN TROPHY CO., INC. 2502 °""", 


WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport ‘‘Oscar” to a Championship Trophy 


They re New... They're 


New table clock in mahogany or walnut fin 
‘ish. 9” x 9", With Westminster cnimes, 
$49.95; with hour and half-hour strike, $24.95. 
From Henry Coehler Co., Inc., 102 Fifth Ave., 


New York. 


A modified version of the 8mm electric eye 
motion picture camera, this model is designed 
for the movie maker who prefers automatic 
operation only. The lens functions automati- 
cally according to the brightness of the light. 
Bell & Howell, Chicago. It retails at $149.95. 


“The Running Deer” jewelry set for sports- 
men. Designs are deep etched on satin-finished 
oval links. Tie clasp in form of a rifle. For $5 
the set. From Anson, Inc., 24 Baker St., Prov- 
idence, R. I. 
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Pepper mill and shaker set on stand. Made 
of fine-grain wood in natural finish with 
chrome trim and colorful painted design. 
Priced at $1.10 the set. From P. R. Myers Co., 
Mamaroneck, N. Y. 


Signs of zodiac feature this electric wall 
clock, one of a series from the Syroco division 
of Syracuse Ornamental Co., Syracuse, N. Y. 
Various models from $10.95 to $19.95. 


Hamilton’s “Victor Electric” in 10K gold- 
filled. Crown in corner position. Operated by 
shirt-button sized energizer. Square black dial 
with thin gold radiating lines. To retail for 


$89.50 FTI. 


The “Imperial,” a man’s expansion band 
with “solid gold look.” Stretches to the full 
without a spring in sight. Links easily re- 
moved or added. In yellow gold-filled or stain- 
less. By Jacques Kreisler. 
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TONE TAPERED ,, - 


started from a NORDT RING BLANK 


—l 





Here is the perfect wedding of whitest, white 


gold with rich natural yellow gold . . . crafted to 
NORDT’s exceptionally high quality . . . in new 


tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 


on NORDT’s ductile seamless wedding bands . . . 
and best of all, NORDT works with you on price 


and service to make your profit high. 


Call on NORDT for the greatest variety of 





traditional, azured, two-tone and tapered seamless 


“ta x N O Ie D 


CEnter 9:1872 


ring blanks in all colors, sizes and guaranteed 
karat quality. 


3785 


CO.INC. 


Industrial Village 
Cedar Grove,N.J. 
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For the BASKETBALL ARMY 


Y Bisher 


For this season’s army of basketball 
playgys — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J). M. FISHER COMPANY, Attleboro, Mass. 

















EMBLEMATIC 
COSTUME 
JEWELRY 


Authentically designed 
Exhaustive selection 
Popular — budget priced 


Fez pins | IAF iene Shriner 
Brooches a ee Eastern Star 
Earrings a White Shrine 
Necklaces fi ¢ Amaranth 
Bracelets f) : ‘ Knights Templar 
Lapel pins ; Rainbow Girls 
Tie pins ; é | Job's Daughters 
Rings AG : ys Elks 

e 


Quality jewelry manufacturers for 35 years 


Write for free catalog pept. 158 


RALPH SINGER 
COMPANY 


656 N. Western Ave. 
Chicago 12, Ill. 











Write for booklet — tells the 
“inside story” of stopwatches. 
illustrates spare parts compartment. 
Shows what to look for in 


a timer. Complete, thorough, interesting. 


Must reading for users of stopwatches. 


Brand new Clebor catalog . . 

illustrates and describes more 

than o score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


Stopwatch of Split-Second Accuracy 


Kush Full information, catalog, wholesale price list 5 


and illustrated booklet. 
CLEBAR WATCH AGENCY*15 W. 44th S#., N.Y. 36 i 


City State. i 
peoewnwwanaeoawtt 











They're New... They’re 


New 14K yellow or white gold bracelet 
watch, classically styled for the 1958 woman 
of fashion. From Eterna Watch Co., 677 Fifth 
Ave., New York. For $250 FTI. 


Mosaic silhouette design by the Howard 
Miller Clock Co., Zeeland, Mich. Square form 
set in hand-rubbed walnut. Monochromatic 
hues in three color combinations. 11%” wide. 
Approximate retail: $40. 


“Bracelet of Hope” by Artcraft Jewelry Co., 
Inc., 1 West 47th St., New York. Pendant with 
ruby-eyed “bluebird of happiness,” bearing 
genuine blue turquoise. 14K gold. For $150 
keystone. 
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Yours to Profit By 
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“Sea Spray” pattern in silverplate will hit 
the market in April. It is by the Wm. Rogers 
& Son division of International. Introductory 
special of 63 pieces for eight at $49.95. Dis- 
plays available. 


Purse with famous picture reproduced in 
hand needle painting, an ancient French art. 
In antique white saddle cowhide with gold tool- 
ing. For $10. From House of Nash, 316 Bar- 


row St., Jersey City. 


New Ansco “Color Clipper” features a hard- 
coated doublet lens, aperture settings for color 
and black and white plus synchronized shutter 
to prevent double exposure. Ansco, Bingham- 
ton, N. Y. For $13.95. 
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Original 
| fine 


Designs | 14.44. gold 


jewelry 


clips 
ear clips exclusive 
bracelets patented 
etc. ear-clip 


backs 


superb 
craftsman- 
ship 


inquiries 
invited 


Preformed Parts, Ine. 


Peitteldiohicte mn’ Alia 


— eM oe se cr es eo 


FACTORY AND OFFICE 
520 Bedford Road 
Pleasantville. N. Y 


N.Y. SALES OFFICE 
515 Madison Ave 
New York 22, N.Y 








ELKON CO. 


INTERSTATE DIAMOND CORP. 





DIAMONDS 


IN ALL OUA“IT CS AND SIZES 





>» Wy 
Importers éx Manufacturers 





630 FIFTH AVENUE 
Circle 6-5461-3 











NEW YORK 20, N. Y. 





Theyre New... Theyre 
MIKIMOTO Se 
CULTURED PEARLS son 


Square electric fry pan with thermostat, 
temperature control dial, temperature guide 
and pilot light to show when desired heat is 
reached. For $19.95. Krom Westinghouse 
Electric Corp., Mansfield, Ohio. 





K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. C. 36, N. Y. 
JUDSON 6 6992-3 





Diamond platinum bracelet consisting 


LOVINGLY PROTECTED f P Me . f4\ round and baguette diamonds. To retail for 


ib. ’ about $50,000. From Raymond Abrahams, 551 
IN A LINDLEY BOX a / Wee Kifth Avenue, New York. 
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Shown 

Box No. 67 
17 x 842 x 82 
Packed 25 


8-day, 7-jewel alarm with luminous-tipped 
hands and dots and gilt hour indicators. 7%” 
1737 W. 2nd, Marion, Indiana ne ee | x 64%" x 1%”. For $42 plus tax. From Semca 
A DIVISION OF FEDERAL PAPER BOARD COMPANY, INC. Clock Co., 30 Irving Place, New York. 
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Yours to Profit By 


CASH for Your 





Surplus Silver, Diamonds and Jewelry 


We will pay cash tor any of 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment tor immediate offer. Our 
check covering payment in full mailed same 
‘ éé ‘ . ‘+? | . ey! it] rT) inte an | / \ ( tind Our 
Gold-tone “Constellation” carryall by Elgin day. Silver w oe held act awaiTing y¢ 
: ° cf \+ nce or ro eECTION 
American is studded with real crystals on a acceptance Cc 2;EcTion. 


cloud of mother of pearl. There is space for We are also interested in cooperating 


with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


lipstick, powder, comb, identification and ciga- 


rettes., 


Will also buy diamonds—ani 
quality—as well as antique 
jewelry 


Reference: Dun and Bradstreet 


Julius Goodman 
A&A Son 
Memphis Jeu elers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
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A new “American Gir!” bracelet watch with 


| | 


21 jewels, five precision adjustments and an 
unbreakable mainspring. To retail for $71.50 
KTI. From Bulova Watch Co., Bulova Park, 
Flushing, N. Y. 
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The “Kitchenette,” a table lighter of fine | “What are you worrying about 


china with colorful kitchen motif, features 


' > - > 9 
“nosilite” action. From Ronson Corp., 31 Ful- | it’s a Flex-Let Band! Ain’t it?’ 
ton St., Newark. For $14.95. 
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For memorable occasions 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 
“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





WE GUARANTEE RESULTS ! 


OUR LAST FIVE SALES NETTED OVER 1!2 
MILLION DOLLARS IN CASH RECEIPTS 


If you are a jeweler who wishes to liquidate or turn surplus 
stock into cash, contact us and we WILL GUARANTEE RESULTS. 

We operate strictly on a commission basis. No preparation 
or other hidden charges. 

If you wish to sell outright, we are in a position to give in 
cash a top dollar offer and the added inducement of the 
prestige of our organization. 

Our files contain a list of the nation's finest jewelers whom 
we have served. 

Write, wire or phone collect 


HARVEY ROSS & CO. 


“Sales Promotion Specialists for Two Generations" 
32 West 39th St. LO. 4-5037 New York 18, N. Y. 











Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 
make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 1!74. 


There is a want-ad category for every need. 








“Madame Butterfly” group by Rolfs, West 
Bend, Wis., includes matched accessories fo 
the handbag. Each item of cowhide lined with 
printed silk. Choice of colors. The billfold is 


priced at $7.50. 


From the new “Arpeggio” (low-priced) line 
of Croton Watch Co., Inc., 404 Fourth Ave., 
New York. Swiss made. Men’s and women’s 
models. Sold through jewelers only. To retail 


from $10.95 to $19.95. 


RCA Victor’s new “Woodlawn,” a _ table 
radio with swivel base. The listener turns it in 
any direction with a flick of the wrist. Nation- 
ally advertised at $34.95. In various’ color 


combinations. 





The new “Thin Man” watchband. Thin, light 
and engineered for long service. Size-O-Matic 
and with interchangeable ends. Retails for 
$10.95 FTI. From Flex-Let Corp., 580 Fifth 
Ave., New York. 











Yours to Profit By 


From the “Beauty in White” series, a dia- 
mond and platinum or palladium ring with 
open-work swirl design radiating from the 
center stone. From John Giovannetti, 115 W. 
15th St., New York. 


Gold-filled man’s jewelry set packaged in 
black fabric box interlaced with silver thread. 
or $15. From Squire, Inc., Taunton, Mass. 


Elgin’s “one-armed” watches for men. The 
conventional hour hand is replaced with a re- 
volving disc—the hour marker is “notched” 
into the disc. Styles retail from $89.50 to 
$195. Elgin National Watch Co., Elgin, Il. 


ee 
From Fraser’s, Inc., 236 Fifth Ave., New 
York, comes this bar spoon, 11%” long, for 
stirring martinis and other cocktails. It retails 
for $2. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 


Silverman 


SILVERMAN 
SALES ENTERPRISES 
NEW POLICY FOR 1958! 


Lower Cost to the Jeweler With the 
Greater Potential 


We have always taken pride in the fact that we have 
one charge for our services to all jewelers, large or 
small. 

Recently a jeweler pointed out to us, that in his 
opinion there was a basic fallacy in this method of 
charaing for our services. He said to me and | quote: 
"You charge 10°, for your service whether in my 
store or in my competitor's store. | do $300,000 in 
volume per year and my normal business for the 
month of January is $20,000. This is the month | 
would like to have you conduct a sale for me. You 
indicate that you will do an average of three to 
seven times my normal volume. Even if we take the 
lower figure, my potential is $60,000 and you would 
therefore receive $6,000 for your services. Now... 
were you to conduct a sale for my neighbor who 
does $60,000 annually and therefore his potential 
is $5,000 for January, your volume potential on his 
sale would be $15,000 and your fee would be $1,500. 
Now, | know that you will put the same amount of 
time, effort, and know how, in my store as in his 
store. | would therefore be paying $6,000 for the 
same service for which he would pay $1,500. This 
seems unfair to me." 

Upon caretul analysis | find his argument has some 
merit. Therefore 


WE HAVE REVISED OUR CHARGE BASIS TO 
REFLECT A SLIDING SCALE OF PERCENTAGE 
STARTING WITH JANUARY 1958. 


OUR FEE FOR A FLAT SALE 
WILL BE 10%—DOWN TO 3% 


OUR FEE FOR AN AUCTION SALE 
WILL BE 15%—DOWN T0 5% 


This new policy will hold true for promotional as well 
as going out of business sales. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 











for a limited time only — 
sO move fast! 


“buy 3...get 1 FREE 


The biggest, most successful 
promotion ever run 


in Wallace Sterling history! 


No silver prospect can resist this! It’s buy 3 place settings 
... get one place setting FREE in any of the 11 Wallace 
Sterling patterns. And as a promotion. it proved out as the 
biggest in Wallace history last year. 

Why? Because then—as now—it got new customers! 
Old Customers! Gift shoppers! Gave plate and stainless 
owners a reason to switch to sterling. But that’s not all! It 
pulled extra traffic! Extra business! Sold big units! Built 
future business! 


Wallace dealers who advertised and displayed this pro- 


motion last year know how big it was. If you're one of the 
few who didn’t get on the bandwagon — here's your chance 
to make up for lost time. 

So get those displays up now! And schedule your local 
advertising! If you haven't received your promotion mate- 
rial, send us a wire and we'll get it to you fast. Remember 
though, the “Buy 3... Get 1 Free” promotion is a limited 
time offer. Starts February 2...ends February 22. All orders 


must be postmarked not later than February 25, 1958. Move 


fast and see your sterling sales move right along with you! 


WALLACE wy STERLING 


At Wallingford, Conn....: since 1835 


Yo 
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“Normandy” design in Webb's crystal glass 
from England shows brilliant cut mitre design on 
a faceted portcullis effect: goblet may retail at 
$120 a doz. Fine China Associates, Inc.. New York. 


“Blue Diamonds” design done in Bristol blue. 
gray and yellow on new “Informal” dinnerware 
and matching “cookmanship” pieces: 16-pe. 
starter set, $6.95 retail. By Iroquois China Co., of 


Syracuse, N. Y. 


“Williamsburg Wildflowers” is printed on Shell 
Edge shape in Queen’s Ware, filled in with hand 
painting in natural colors; five-piece place setting 
retails at $9.50. Josiah Wedgwood & Sons, Inc.. 


New York. 
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Samovar mixer for vodka martini in_ polished 
and lacquered brass, silver-plated inside: holds 


60 oz., with pouring spigot: 134%” in height, i: 
may be retailed at $60. From Maxwell-Philip Co.. 


Inc.. New York. 


SO aici > 
“4; re ae, ~ 


In Cornishware from England, blue and white 
striped gourmet pieces include this  stoppered 
oil bottle and vinegar bottle, either to be retailed 
at $3.50. Midhurst China Co.. New York. 


— 


Blue-gray “Bridal Wreath” pattern accented 
with raised blue enamellings and banded with 
platinum on bone china body; five-piece place 
setting retails at $20. Worcester Royal China Co., 


New York. 












MORE PROFIT OPPORTUNITIES! 











Famous Pattern Sale an 


COMMUNITY 


THE FINEST SILVERPLATE 


February 20 to March 29 


No investment ...no inventory ...simply take orders on these 11 
beloved Community patterns for fall delivery — 


GROSVENOR* BIRD OF PARADISE* 

NOBLESSE* SHERATON* 

PAUL REVERE* DEAUVILLE” 

PATRICIAN* MILADY* 

ADAM* LADY HAMILTON” 
EVENING STAR* 


These proven patterns have made sales history since 1910. Hundreds of thou- 
sands of owners are ready to fill in their sets .. . replace missing pieces. In- 
dividual piece prices range from $1.10 to $3.85 with full profits for you! 

Don’t delay. Order the complete array of merchandising materials from your 


Community representative, your franchised distributor or write NOW to... 


ONEIDA SILVERSMITHS 
Oneida, New York 


Makers of Distinctive Tableware 
HEIRLOOM* STERLING « COMMUNITY* SILVERPLATE *« ONEIDACRAFT* STAINLESS 


*TRADEMARKS OF ONEIDA LTD, 
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“Golden Seeds’ ” new decoration shows delicate 
golden seeds on gray stems with turquoise leaves 
edged in gold: eold edge line: D-pe. setting retails 
for $15.95. From Syracuse China Corp., Syracuse. 


ef 


Stylized 22K-gold sea horses, snails and _ fish 


on pale green enamel waves decorate this 8-piece 
caddy set to be retailed for $6. Called “Marine 


Life,” it is made by Libbey Glass, of Toledo. Ohio. 


rd —~7- * 


/ye 


Designed by Ingeborg Lundin, this 514” tear- 
drop shaped vase in heavy Orrefors crystal from 
Sweden with “Cinderella” engraving; it may be 
retailed for $55. From Fisher, Bruce & Co., 


Philadelphia. 


JEWELERS' CIR 
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“Plain ’n Fancy” design in melamine dinner- 
ware. Pennsylvania Dutch motif in pumpkin yellow 
against harvest yellow; 16-pce. starter set retails at 
$21.95. From Fostoria Glass Co., Moundsville. 


W. Va. 


“Chatham” pattern in Spode bone china is 
printed in soft tones of gray and finished with a 
cold edge band: five-piece place setting may 
be retailed at $37.05. From Copeland & Thompson, 


Ine.. New Y ork. 


“Year “Round” is new geometric circle design 
in vellow, mocha and gray with serving pieces in 
solid mocha; 16-pe. starter set retails at $13.95. 


Made by Vernon Kilns, Los Angeles. 





Gorham 


announces the return of 


GORHAM 
SILVERPLATED 
FLATWARE 


Once again you will find the Gorham name on 
a line of silverplate of exceptional quality. 
This new Gorham flatware will be sold through 
authorized outlets under merchandising pol- 


icles that make it very attractive to handle. 


@ Most important of all — dealer profit is 


assured through a stable pricing policy. 


@ Distribution will be through retailers han- 


dling quality flatware. 
New 
aeneai \ 


® The line consists of three patterns of proven 


Invitation ‘ 


popularity. 


THE GORHAM COMPANY 


PROVIDENCE, RHODE ISLAND 











China 
Glass & 


Giftwares 


by MADELINE LOVE 


EW RETAILERS who attended the Pittsburgh 

china and glass shows this year honestly ex- 

pected to find many startling innovations in 
styling. So they were not surprised to see that 
nearly all of the new designs, particularly in jew- 
elry-store quality merchandise, are in line with 
the trend which has been building throughout 
the past vear. 

This, of hard-to-name 
which mixes modern with traditional, simplicity 
Colorings are usually gentle and 
always 


course, is. that style 
with elegance. 
subtle, and its decorations are almost 
delicately drawn and restrained in area. Dinner- 
ware shapes are soft in line, lacking something 
of the drama they had when they first came on 
the market but possessing gracious beauty. 

Take for instance the rimmed plate. This shape 
is obviously regaining much of its former popu- 
larity. Not that it ever went completely out of 
stvle but for a period of years it gave way to 
the coupe plate. The youth market in particular 
adopted this tvpe of plate and a great many teen- 
age girls and young brides still prefer it. But the 
rimmed shape is staging a definite comeback. Ac- 
cording to a survey made last fall by one of the 
major china manufacturers, the market now runs 
about 50-50 between the two shapes. 

Tones of gray, beige, celadon green, soft blue 
and turquoise appear most frequently in the new 
dinnerware decorations. There’s an 
flash of coral or orange, but for the most part the 
colors are muted. And a majority of these pat- 
terns are done on the rim or the shoulder or the 
edge. Sometimes the color completely covers the 
rim, framed in lines of gold or platinum. More 
often the colors are developed in border patterns, 
combinations of 


occasional 


abstracts or stylized florals or 
both. 

Speaking of gold, here is another style which 
is returning to favor. For several years, platinum 
took the lead over gold as a decorative motif for 
both dinnerware and glassware. But during the 


(please turn to page 127) 
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THE FINE ENGLISH 
DINNERWARE 


Spode 


Bridal Rose 
Bone China 


Ride the trend toward traditional for the new 
“age of elegance.” Spode is already there with 


patterns of time-tested appeal. 


Copeland & Thompson, Inc. 


206 Fifth Avenue, New York 19, New York 


IN STOCK IN NEW YORK 





FRANCONIA CHINA One of Europe’s Finest 
Introduces “PRISCILLA” 


Nationally Advertised in Bride's Magazine—Spring Issue! 


One of Franconia's loveliest new patterns . white Orange 
Blossoms and blue Baby's Breath are swagged in a border of 
grey moire accented with pink scrollwork on pure white, translu- 
cent porcelain banded with Platinum. 5-pc. place setting with a 
10'!/," dinner plate: $13.00 (slightly higher south & west) 
AT THE NEW YORK GIFT SHOW: AT THE BOSTON GIFT SHOW: 
Trade Show Bidg. @ Room 642 Parker House @ Rooms 801-803 
February 23-28 March 9-13 


39-41 West 23rd St. 
HERMAN C. KUPPER, INC. New York 10, N. Y. 
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YU yl SILVERSMITHS 


Yj NORTH ATTLEBORO, MASSACHUSETTS 








Webster Announces a New Sales Policy 


Over a period of time, it has been our experience that only through close personal 
relationship are we able to further customer satisfaction. We, therefore, are pleased 
to announce a significant change in the sales policy of our concern. Hereafter fine 
Webster Sterling Silver products will be sold direct to jewelers through our able 


Company sales force. 


By way of introduction, we have illustrated this sales force, showing Sur salesmen and 
their assigned territories. The representative for your area will be calling on you shortly 
to acquaint you with the extensive Webster line, if he has not already done so. Please 
allow him the opportunity to demonstrate the benefits of this new sales relationship, 


as we feel it will prove to be a foundation for mutual success. 
New England 


: 
STANLEY ANDERSON 


7 Chick Avenue President 
Haverhill, Massachusetts : 

In addition to experience with Webster, Stan 

Anderson has been associated with the Silver 

Department of one of Boston’s leading 

jewelers. 


Mid-Atlantic 
ADAM J. LECHNER 


Webster Company Showroom 

366 Fifth Avenue, Room 608 

New York City, New York 

Adam Lechner is a veteran of many years 
service in the silver sales field. 


Mid-West 


RALPH R. ROCHE 

111 North Wabash Avenue 

Garland Building, Room 1306 

Chicago 2, Illinois 

While a newcomer to the silver sales field, 
Ralph Roche brings with him a wealth of 
sales experience. 


RY AY | 


CARL J. FERRARA 
2711 San Paula 
Dallas 28, Texas 


East Central 
MAX P. BRUPBACHER 


not permanently located as yet, 





he may be contacted through the Webster Co. 
With him Max Brupbacher brings excellent 
sales experience from association with one of 
New England’s leading jewelers. 


Southeast 


CARL F. GOULD 

118 Holly Drive, Woodland Heights 

Spartanburg, South Carolina 

Through the managership of a leading retail 
jewelry store Carl Gould has become thor- 
oughly versed in the silver sales field. 


BABY GOODS - DRESSERWARE - HOLLOWARE 





Prior to his service with Webster, Carl Ferrara 
had been active with one of Boston’s leading 
jewelers and as a salesman for a New England 
silver manufacturer. 


West Coast 
ROBERT B. PERKINS 


935 Fresno Avenue 
Berkeley, California 
Bob Perkins’ experience in addition to Web- 
ster has been with a leading Boston jeweler. 


NOVELTIES - TABLE GOODS 





CHINA GLASS & GIFTWARES (from page 125) 
past year one saw more and more gold in lines or 
bands or integral parts of the patterns. For 1958, 
it is used even more often. 

The growing importance of melamine dinner- 
ware was particularly the show 
this year. More lines than ever before were on 
display, one or two of them brand new to the mar- 


noticeable at 


ket. In both design and decoration these lines re- 
flected the manufacturers’ interest in 
styling—as well as in upgrading their market. 
One of the 
glass manufacturer, is reserved entirely for the 
jewelry and specialty shops and the china and 


good 


new lines, created by a well-known 


glass departments. 

NTERESTING NEW ITEM at the show was the 

Iroquois China Co’s “Informal” line of ‘‘cook- 
manship” ware. A true, translucent china, it is 
also functional; it can withstand the heat of both 
the oven and a direct flame. Dinnerware, frypan, 
Dutch coffee samovar, 
pan, and serving pieces all appear in the same four 
decorations on white china, combined with solid 
colors. Plates and platters are decorated on top 
and have solid color—burnt orange, citron yellow, 
gray-green, or Bristol blue—on the underside, 
while cups are colored inside, decorated outside. 
There are 27 pieces in all, representing a com- 
plete stove-to-table service. 


ne R. BURKE, who has been well known 
as a salesman in the china and glass field 
for the past ten years, has been appointed as 


oven, casserole, sauce- 


sales representative for the Syracuse China Corp. 
He will cover the Central Atlantic territory with 
both the Syracuse fine china and the Carefree 
china lines. 


6¢ A ROUND THE WORLD IN TEN DAYS” is the theme 
of the Chicago Gift Show Feb. 2 to 13 at 

the Palmer House and the LaSalle Hotel. Thirty- 
six dinnerware and 32 glassware lines from all 
over the world will be on display, and flatware 
(please turn to page 128) 
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DOULTON & CO., 


Roval Doulton 


means leadership 


Shown, Coronet, 5-pe. setting, $17.95 retail 
Roval Doulton leads the field . . . in design, in 
advertising. in sales. The first English china 
company to design for the American market, 
Roval Doulton has the biggest advertising 
budget . . . is tops in bone china sales. All of 
which means a greater proht potential for you 
Watch for Roval Doulton advertising in BETTER 
HOMES & GARDENS, HOUSE & GARDEN, HOUSE 
BEAUTIFUL, LIVING FOR YOUNG HOMEMAKERS, 
BRIDES MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY and SEVENTEEN. 

26TH STREET, NEW YORK 10, WY 


INC., 11 EAST 


Be individual... 


Choos 4 from 


attractive 
patterns 
and fin ishes 


..,at no extra cost 


Widest selection in folding gift- 
ware boxes...over 100 sizes. 


@ Expansion style means you 
stock fewer sizes. 

Free imprinting of your store 
name or insignia. 

10% 
freight allowances. 
Write for FREE 


ask about special colors, too. 


Gilt Box Corporation of chncrien la 


SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. 


4 


plus 5% discounts — 


catalog... 





CHINA, GLASS & GIFTWARES (from page 127) 
will be represented by ten firms. A dinner dance 
will be held at the Palmer House on Feb. 6 and a 
bingo party is scheduled for the LaSalle Hotel 
on Feb. 12. 

During the same period, Feb. 2 to 14, the semi- 
annual china, glass and gift market will be held 
at the Merchandise Mart, Chicago. This market is 
presented by the 15th Floor Merchandisers Club, 
of which Leon Bergsman is president, and it will 
be highlighted by a dinner dance Feb. 5 in the 
M & M Club, at the Mart. 


GROUP OF 47 JEWELRY and department stores 
‘% across the country are enrolled in the table 
setting contest for teen-agers which will be staged 
during February and early March by Seventeen 
Magazine. It is open to accredited youth groups 
such as high school home economics classes, Girl 
Scout troops, 4-H clubs, civic and church organ- 
izations, each group to be represented by a team 
of four girls in the 13-19-year-old age classifica- 
tion. The settings are to be based on one of the 
magazine's ““Party Portfolio” themes to be pub- 
lished in the February issue. Regional contests 
will be conducted by the various stores to select 
the teams, which will be eligible to win one of 
three cash prizes totaling $850. 


HREE RECENT ADDITIONS to the sales force of 
ll Gickties McBean & Co., of Los Angeles, man- 
ufacturers of Franciscan earthenware and china, 
include Michael J. O’Brien, formerly Washington 
district manager for the W. A. Sheaffer Pen Co.; 
James A. Pfeiffer, formerly district manager for 
Kelvinator; and Edwin H. Stiffler, for five years 
a special agent with the Federal Bureau of In- 
vestigation. 


ENOX, INC., a leading manufacturer of fine 
china, has purchased the assets and business 

of the Branchell Company, makers of plastic 
dinnerware, at a reported price in excess of 
$2,000,000. Announcement of the purchase was 
made during the annual Pittsburgh China Glass 
and Pottery Show by J. M. Tassie, executive vice 
president of Lenox, and Ernest E. Hellmich, pres- 
ident of Branchell. The acquisition will make the 
Trenton, N. J., company the first major U. S. 
manufacturer of fine china to enter the relatively 
new and fast-growing plastic dinnerware field. 
The combined annual sales volume of the ex- 
panded company will be approximately $14,000,- 
000. “We are entering the plastic dinnerware 
field because we want to be in a position to satisfy 
(please turn to page 173) 





World’s Finest 
Liquid Silver Polish 


Go shall 


SILVERSMIT! 
POLISH 


by 
orham 
World’s 


Leading Silversmiths 
Simplifies the care of fine silver . . . 


Gorham 


SILVERSMITHS 
POLISH 


e IN THE HOME e AT YOUR COUNTER 


THE SPEEDIEST...EASIEST... SAFEST 
POLISH AVAILABLE. 


KIND TO SILVER, GENTLE TO HANDS. 


A ubersmith 5 polesh 
prepared fer home 
ute by America’s 
feeding ssiversmiths 
since $831 


MINIMUM ORDER SHIPMENT 


8S OZ. 
‘SQUEEZIE” 
POLY-TUBE 
59c RETAIL 


PROVIDENCE 7, R. 1}. 


PREPAID 4 DOZ. 7 
4 DOZ. 16 OZ. BOTTLES : | Prontense, 
4 DOZ. 8 OZ. SQUEEZIES | 
Attractive prices available in quantity purchases. 


THE GORHAM COMPANY 


16 OZ. 
ECONOMY 
GLASS BOTTLE 
$1.00 RETAIL 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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The JEW 


Jewelers Must Give RJA Ideas for Action, 
Schiffman Urges; Pacific Trade Show Planned 


The house of the Retail Jewelers 
America, Inc., is now in order. 

The last of the seemingly endles 
round of legal details needed to com 
plete RJA and to dissolve the two old 
ANRJA and NJA 
was completed Feb. 1, after fou 
vears of effort. 


organizations 


Now RJA is eager to get into action 
to serve the retail jewelers’ needs and 
wants. 

On Jan. 19 and 20, even before the 
last legal knot was drawn, RJA’s di 
gathered at the Waldorf 
Astoria Hotel in New York to present 
the first three charters of affiliation 
to the Indiana, Pennsylvania and 
California associations. Besides these 


rectors 


‘ 


three, 39 other state organizations 
received their charters by mail. This 
program for affiliation was devised 
by RJA Director Howard I. Michaels 


Call to Arms 


As to a program for action, the 
directors made this clear: local jew 
elers, through their state associations, 
must submit ideas to the national 
association. President Arnold Schiff- 
man urged that “ideas must come 
from you, with the God-given help of 
right thinking.”” RJA is the vehicle, 
ready to go as soon as drivers supply 


STATES GET RJA CHARTERS. In | 


fuel of ideas and suggestions 
Schiffman explained. 
National is soliciting suggestions 
from the various state executives 
constantly, and is making plans to 
aid affiliated groups at their meetings 


and conventions. 


On the Move 


The directors have 
to begin this immediate seven-point 


voted 


program of action: 

ee Organize a new RJA-sponsored 
trade show, the 1958 Pacific Trade 
Show in Los Angeles, Cal., to serve 
the needs of the West Coast states 
Durward Howes III], an RJA di 
rector, is setting up the show in co 
operation with the California associa 
tion, for Aug. 31-Sept. 3 at the Hotel 
Statler. 

ee Establish a Trade Practice Com 
mittee to work with the Washington 
Office and Bernard Burnstine. This 
committee will cooperate with the 
Federal Trade Commission, Post Of 
fice Department, other Federal agen 
cies, the National Better Business 
Bureau and other groups to regain 
public confidence and to wipe out il 
legal advertising and business prac 
tices. 

e e Invite Midwest states to partic!- 
pate in RJA’s Chicago trade show in 


July. States that agree will 
funded by RJA the share of | 
they would normally receive 

their own shows. 

e Set up a reserve money fund, to 
be used, D\ two-thirds approval of 
the board of directors, in emergencies 
vital to the organization. 

e ¢ Conduct seminars on 
store operation at both the Chicago 
and New York trade shows this year 
e e Conduct an expanded survey on 


jewelry 


retail jewelry store operating costs 
\ trained staff of New York Un 
versity statisticans will collect and 
analyze the figures, for both “‘cash”’ 
and credit operations. 

e e Invite RJA members to sugges 
names for new directors to the nomi 
nating committees. Each nominating 
committee, one for “A” Group (cash 
jewelers) and one for “B” Group 
(credit jewelers) will select 24 names, 
on which the membership will vote 
in August, at the New York show 
Names of candidates for nomination 
must be submitted before June 1. Com 
mittee members are: “A” Group: 
Oscar Kind, Jr.. S. Kind & Sons, 
Chestnut & Broad Sts., Philadelphia 
7. Pa.: Durward Howes, III, B. D. 
Howes & Son, 336 S. Lake St., Pasa- 
dena, Cal.; and Lester Thomas, 
Thomas Jewelers, 303 S. Main St., 
Findlay, Ohio. “B” Group: Fred B. 
Dreifus, Dreifus Jewelry Co., 60 S. 
Main St., Memphis 3, Tenn.; H. A. 
Goldberg, Coopers, Inc., 327 High St.., 
Portsmouth, Va.; and Seymour Green 
berg, Royal Diamond & Watch Co., 
362 S. Broadway, Yonkers, N. Y. 


‘ 


eft photo, Arnold Schiffman, president of the Retail Jewelers of America, issues 


charters to Henry O. Ruhl, Pennsylvania RJA president, and to Durward Howes III, California RJA past president. At 
right, President Schiffman greets Ralph Simon, president of Indiana RJA, first state organization to affiliate. 
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Chicago Jewelers Association Banquet Sparkles 


of Girard, Pa. delivered the invocation 


The S&4th 
the Chicago Jewelers Association was 
affair—from the first 
tail served at the reception to the 
‘losing act of the excellent variety 
show presented after the dinner. 

Well over 1000 members and guests 
presented an impressive sight as the 
banquet photographers made _ their 
shots at the beginning of the meal 

Among the distinguished 
guests gathered in the ballroom of 
the Conrad Hilton in Chicag 
presidents of just 
association in the 
ewelry field. They had from 
parts of the country to be 


tstanding social af- 


anniversary 


a lively cock- 


many 


ro on Jan 
11 were the about 
every important 
come 
various 
present at this ou 
fair. 


The Rev. 


gruno Hagspiel, S. V. D., 


BANQUET FAVOR: Everyone pres- 
ent at the banquet received kid suede 
purses as a present from CJA. 


banquet of 


and Alvin Lauschke, president of the 
CJA followed with a speech of wel- 
come, 

Speaking of the steadfast objectives 
of the organization, Lauschke said, 
“It is because of the very striving for 
the ends that ends are en- 
nobled.”’ 

teminding those in attendance that 
they were all confronted with a world 
bleak with misgivings and uncertain- 
ty, Lauschke continued, “Yet amid it 
all we members of the jewelry trade 
keep alive the age-old concept of hu- 
manity aS possessing a sense of re- 
finement and culture and beauty.” 

Following the dinner, which fea- 
tured Pomfret Center game hen 
served with complementary foods and 
wine, there was presented an excellent 
program of entertainment staged, as 
has been the custom for years, by 
Doris Hurtig. The show was headlined 
by Harvey Stone, radio and TV per- 
sonality. Music was provided for the 
performers and during the show by 
Benny Sharp and his orchestra. 

Seated at the dais, during the ban- 
quet, were: Alvin A. Lauschke, pres- 
ident, Chicago Jewelers Association: 
the Rev. Bruno Hagspiel, S. V. D.; 
and Louis G. Buss, George Engelhard, 
John G. Leiner, Mead Montgomery, 
David E. Newman, Harry E. Radix 
and Howard D. Schaeffer. 

(please turn to page 132) 
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24 Karat Club of New York Dines Welt 


The annual dinner of the Twenty- the song by telephone. 

Four Karat Club of the City of New An elaborate five course dinner, 
York was held on Jan. 18 in the best featuring filet of blue ribbon beef, 
tradition of the Waldorf-Astoria Ho- occupied the next hour or so. Then, 
tel and of the 56-year-old organiza- 
tion itself. 

At the call of a bugle, after the 
customary reception, more than 1500 
members and guests filed into the 
grand ballroom. It glittered with gold 
—from the stage, on up to the bal- 
cony fronts festooned with golden 
smilax, and high overhead where 
streamers of gold satin vaulted to the 
center of the ceiling. 

The diners found their places at 
152 tables on the main floor and the 
first and second balconies. Then past 
presidents of the club escorted guests 
of honor to their seats at two long 294 KARAT CLUB SOUVENIR: Each 
tables on the stage. member and guest received a Luxor 

After the singing of the national boudoir clock, bound in heavy brass, 
anthem, the Rev. James Collins, pas- with hands rotating over a Fragon- 
tor of St. Aloysius Church, Great ard-style painting on the dial. 

Neck, N. Y., pronounced the invoca- 

tion and John H. Ballard, president after an intermission to permit the 
of the club, gave a short address of stage to be cleared, came seven acts 
welcome. of entertainment. 

At that moment, in a break with The souvenir of the evening was a 
usual custom, Mr. Ballard asked Luxor boudoir clock, mounted in 
everyone to sing For He’s a Jolly heavy brass. 

Good Fellow. This was in honor of G. Guests of honor were: William E. 
H. Niemeyer, a past president, chair- Smith, president of the Jewelers 
man of the directors and honorary Joard of Trade: Herbert L. Thomae, 
chairman of the banquet committee, president of the Boston Jewelers 
who had become ill a few days before. Club; Roger H. Hallowell, president 
“Gus” was home in bed—but he heard (please turn to page 132) 
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RJA’s Washington Committee Points Way to Restoring 
Public Confidence at Action-Packed First Meeting 


Tools with which America’s retail 
Jewelers can protect the reputation of 
the industry were forged by 50 earn- 
est men on Jan. 17 in Washington. 
officers of the Retail 
and of 


These 50 men 
Jewelers of America. Ince.. 


many state associations took a 


penetrating look at that biggest prob- 
lem—the loss of public faith in the 
honesty and integrity of the jeweler. 
When they finally had either to stop 
or pay another night’s hotel bill, two 
big gains had been made: they were 
ready to tell jewelers what could and 
what could not be done legally to help 
restore public confidence, and they 
had given RJA’s newly formed Wash- 


+ 


ington Committee a_ vot if confi- 
dence. 

Just how seriously members of the 
Washington Committee are at work 
can be attested by this: Committee 
member William S. Preston, Sr., who 
is RJA’s first vice-president, was 
snowbound in Vermont. His plane res 
ations were cancelled indefinitely. 
resorted O al agonizing ly- 
slow milk-run train, finally  ar- 
rived sleepless at the Mavflower Hotel 


ery 
So he { 


‘ 
| 
, 


the volatile afternoon ses- 


in time for 


sion 


Explaining the Law 
chief of the Trade 
Federal! 


Paul Cameron, 
Practices Division of the 
Trade Commission and one of the 
drafters of the Trade Practice Rules 
for the Jewelry Industry, put the bur- 
den of restoring confidence squarely 
on the shoulders of RJA and the re- 
tail jeweler. “The more jewelers know 
of the new rules,” he said, “the more 
manufacturers will realize that jew- 
elers know when the rules are being 
broken.” 

Cameron sald any person or organ- 
ization can lodge a complaint with 
FTC; 
never divulged. 

Other means jewelers can use to 


names of complainants are 


enforce fair dealing laws were listed 
by Leland 5S. McCarthy, director of 
the Better Business Bureau of Wash- 
ington. Local and the national BBB’s, 
district attorneys’ offices, the Post Of- 
fice, advertising media—all these, he 
said, can be used in the fight to regain 
public confidence. Enlisting the BBB’s, 
especially in stamping out false ad- 
vertising, is particularly good. 
McCarthy more state 
laws against false advertising, self- 


advocated 


regulation by jewelers, adherence to 
the “moral law’? in business ethics. 

Third guest speaker was William C 
O’Brien, assistant general counsel for 
the Post Office’s Fraud and Mailability 
division. O’Brien, who calls himself a 


“wholesaler” (he has six children, 15 
grandchildren), said jewelers do not 


132 


use the Post Office enougn 
fraudulent ad practices. 
The Post Office is especially 

when frauds are being sent by mail 
within single states, and not across 
Office 
has jurisdiction here though the FTt 
does not. The Post Office also has 


state lines, because the Post 


criminal penalties for violators. 


Need “Moral Reawakening” 


} 


Reactions from those present indi 
cated how urgent and far-reaching 
they considered the low - reputation 
crisis: 

From Ben Heald, Wisconsin 
secretary, who is leading a fig 
his state to expose “the crooks” 


must have a moral reawakening 
throughout the industry. Law enforce 
ment agencies alone can not get us 
out of the ill-repute we now face.... 

“We need a code of ethics prohibit 
ing misrepresentation, eXCeSSIVE 
markups, and fake trade-in offers 

“We must accept responsibility fo. 
the bad boys in our craft.... 

“We need a national law prohibiting 
fraudulent advertising.”’ 


From Herman Hollander, executive 
secretary of Pennsylvania RJA: ‘‘We 


rs 
; 


can do a lot of this wiping out o 


phony business prices by getting a 


strong enough national organization 
to represent us.” 

From Durward Howes, III, an RJA 
regional vice-president: “Items that 
are quality-marked should have the 
author’s mark engraved thereon.” 


Plea for Action 

State delegates urged national to 
get some plan of action, some policy 
declaration that will point the way 
for the states to act. 
RJA President Arnold 


In response, 
Shiffman said that national is “chat 
ing at the bit” every bit as much as 
the states are, but made clear that 
membership must first be strong. 

RJA Counsel Philip Hoffman ended 
the meeting with a note of caution 
not to be too boisterous in attacking 
wrongdoers. 


Vigilance Committee Urges 
Jewelers to Report False 
Advertising, Price-Cutting 


JVC Chairman Gustav H. Nie 
meyer’s report to the 45th annual JVC 
meeting in New York Jan. 17 (pre- 
sented in his absence by vice-chairman 
Walter N. Kahn) deplored “the ap- 
parent apathy of the jewelry industry 
to the deterioration of its moral fi- 


her.”’ 


restormys Lt 
Industry, he said, 

made if jewelers become 
the new Trade Practice 
th lewelry Industry (see 
August, 


merchants can 


pera a 
JC-kK fon 1957). By knowiny 


Lnese ruies, report 
violations to the proper agencies, 1n 


cluding local newspapers, 


the Federa 
Trade Commission and the Jewele: 
Vigilance Committee (its address i 
lS W. 44th St., New York 36, N. Y.) 

In other business, JVC: 

® Asked Congress to amend th 
National Stamping Law to require 
manfacturers to place their maker’ 
mark on quality-marked items. 

® Planned a campaign against false 
pricing’. 

© A) nounced that conferences wil! 
held soon to establish trade pra 

les for the Watch Attachments 
industry. 

Niemeyer wa 


tice ru 


reelected committee 
chairman for the 27th 
vear. Walter N. Kahn is vice-chan 
treasure! 


consecutive 


man, and Leo L. Kaplan 1s 


24 Karat Club (from page 131) 


of the Sterling Silversmiths Guild of 
America; Walter B. Jaceard, chair 
man of the Jewelry Industry Council; 
Arnold Schiffman, president of the 
cetall Jewelers of America: James 
(. Grier, president of the Canadian 
Association: Theodore G0} 
enflo, president of the Nationa! 
Wholesale Jewelers Association; Al 
vin A. Lauschke, president of the 
Chicago Jewelers Association: Isa 
aore Paisner, president of the Manu 
facturing Jewelers and Silversmiths 
Association; and Harry P. Dickinson, 
honorary member. 

Norman M. Morris headed the ban- 
quet committee, other members of 
which were Peter M. Fahrendorf, 
Harry J. Bromley, Reginald Reich- 
man, W. Waters Schwab and Car! 
Van Dam. 


Jewelle, - 


Chicago Jewelers (from page 130) 


There also were: Richard J. Daley, 
Mayor of Chicago; Benjamin _§. 
Adamowski, state’s attorney; Capt. 
A. C. Burrows, Commander, Great 
Lakes Naval Training Station: Col. 
John W. Hammond, Commanding Of 
ficer at Fort Sheridan: James (¢ 
Grier, president of Canadian Jewelers 
\ssociation; Gus H. Niemeyer, chair 
man of Jewelers Vigilance Committee: 
Isadore Paisner, president of Manu- 
facturing Jewelers and Silversmiths 
of America; William E. Smith, pres 
ident of Jewelers Board of Trade, and 
Herbert L. Thomae, president of Bos 
ton Jewelers Club. 

Chairman of the banquet committee 
was Marshall R. Spies. Other mem 
bers of the committee were: Webb C. 
Ball, Charles G. Brown, Charles B. 
Ellbogen, Albert H. Greene, R. Schell 
Hulbert, David E. Newman, James H. 
Swarthchild and Francis V. Healy. 
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#1162 Forest 


Selelliin mike 


Display a complete 


selection of the 
broadest line of 
Sterling on Crystal — 


On display at: 


Chicago Gift Show 
Room 559 — Hotel LaSalle, February 2-13 


Dallas Gift Show 
Booths #619-20-21 — Auditorium, Feb. 16-20 


Boston Gift Show 
Room 566 — Parker House, March 9-13 


—N 


#4518 Flanders pattern bon bon 
epproximotely $6.00 retail 


\ Cr lin GW 
MAR CN CehySTAVY 


SILVER GCEty Gtass Cee; 


INC., 


pottern 





bowl approximately 


MERIDEN, 


$13.50 


retail 






CONN. 
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Can you tie these ? 


The Siusheen S-10 “Magic Bow’ Tyer 
lets you tie all these—and many more! 
Makes gift-wrap service easier, faster 


than ever before! 





Gift-wrap service is a known traffic-builder! 
But though you offer it free or charge for it, 
speed is what decides whether it is profitable 
or not. This handy machine can make the 
difference—for it takes the guesswork and 
fumble out of bow-making. One full or part- 
time worker can turn out up to 120 bows an 
hour. And gleaming Sasheen and _ lacy 
Decorette® in a brilliant array of colors 
answer the need for variety . . . for multi- 
color and combination bows come just as 
: . easy with the S-10 “Magic Bow” Tyer. Put 
Saouees ant : it to work now—write today! 


the ribbons that tie 
the one and only ‘““Magic Bow 


$-10 on 
Bow Tyer $39 95 : “Magic Bow’ and method of making patented U. S. Pat. No. RE 23835 


TMIINnesota JU{INING AND ]JUJANUFACTURING COMPANY 


<< 


SPEEDY SERVICE! . .. WHERE RESEARCH IS THE KEY TO TOMORROW ED 


a 7-7 
The Sasheen S-10 “Magic Bow’”’ 3M Company, Ribbon Division, St. Paul 6, Minnesota 
Tyer makes bow-tying easy Please send a 3M Representative to call on me with more information about the S-10 Sasheen ‘Magic 
for anyone! But if your wrap- apllemidniocmians 
pers need tips or service to 8 End omay deren erly Mw phan 
operate at full speed, your 3M 
Representative stands ready 
with any advice you need to Company 
make your operation smooth, Street Address 
fast, profitable! 


Name 





Briefly 


DISCOUNT HOUSE DEFINITION by Stephen Masters, president of Masters, Inc., nine- 
Store discount chain with $45 million volume: "A streamlined, low-cost, 
fast-turnover, high-unit-volume-with-low-margin operation in pre-solda 
guaranteed brands." 





MASTERS' COSTS ARE 11.9 PER CENT and will go even lower as new units get 
into full operation, Masters said. Operating costs of department stores, he 
declared, are 36.3 per cent. 





"THERE WILL ALWAYS BE ROOM FOR THE FULL LIST-PRICE STORE, the little 
neighborhood man who offers personalized service and convenience. He'll 
deliver immediately and be open late at night," Masters told a shoe industry 
convention. "And there will always be room for the big volume operator." 








JEWELRY STORES SPEND 4.94 PER CENT OF SALES for advertising, according to Internal 
Revenue statistics tabulated by Advertising Age. Among 20 kinds of retail 
business only mail order houses (8.14 per cent) Spend more. Department 
Stores spend 2.94 per cent of saleS on adS; hardware stores, 0.93 per cent. 
Installment jewelers account for jewelry stores being so high on the adver- 
tising list. 


SILVERWARE MANUFACTURERS USED A LITTLE LESS SILVER last year than they did in 1956, 
Handy & Harman reports. "In the arts, most of the drop resulted from a 
reduced production of silver plated ware, with sterling holding up to 1956 
levels." 


BILLS TO REPEAL FEDERAL LAWS THAT KEEP SILVER PRICES HIGH were introduced 
by Representatives Sadlak and Celler and Senator Green--and are now bottled 
up in House and Senate committees. Price, 91%¢ per ounce at year's start, 
eased in mid-November to 89%¢. 


DELAY IN GORDON GRAY'S REPORT ON THE WATCH TARIFF ISSUE has caused new strife. The 
Committee on Foreign Trade Education, which Supports liberal trade policies 
has charged Defense Mobilizer Gray with "contravening the law" because the 
law calls for prompt study. Gray's office says holdup in the report to 
President Eisenhower results from Government's lasSt-moment decision to in- 
vestigate whether the whole U. S. watch industry, including non-jeweled 
producers, was "essential" to national security. 





FTC IS CRACKING DOWN ON FALSE AND DECEPTIVE ADVERTISING. The Trade Commission is 
readying a new set of rules, aimed at advertising which falsely identifies 
prices as being much below regular prices. False pre-ticketing by man- 
ufacturers, to allow retailers bigger profit margins, is also under fire 
from FTC. The commission issued complaints against some 40 firms during 
the second half of 1957. 


E. W. REYNOLDS CO., PROMINENT WEST COAST WHOLESALE JEWELRY CONCERN, is further con- 
tracting its operations. In its new building in Los Angeles it will handle 
only light goods and promotional material. Its Phoenix division will offer 
a general line but no heavy goods. Its San Francisco division will cloSe. 
It discontinued its Honolulu division six months ago. 


ESTHER GOLDSTONE HAS BEEN ELECTED PRESIDENT OF IMPERIAL PEARL SYNDICATE, to succeed 
her husband, the late Joseph Goldstone, who died Dec. 14. Mrs. Goldstone, 
who was vice-president of the large cultured pearl importing firm in 
Chicago, has been actively engaged in the business for its entire 35 years. 
Other officers of the firm are: David Goldstone, vice-president; Sidney 
Weiss, vice-president and general manager, and Hans Clapper, general sales 
manager. 














QUALITY-PRECISION WATCHES WITH FULL PROFIT PROTECTION 





aN 





Superbly designed prestige* watches for men and women 
with “room to breathe” profit markup. The most com- 
plete automatic watch line. Price protected —sold only 
through exclusively franchised jewelers. Pre-shipment test- 
ing and timing with “honest-to-goodness” one-year guar- 
antee. Nationally advertised the year ’round. Complete 


dealer aid kits. Retail price line from $49.75 to $2500.00. 
Fed. Tax Included 


‘OFFICIAL WATCH OF THE SWISS FEDERAL RAILWAYS: 


For exclusive franchise: information and catalogue, write: 


ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 





Tariff Commission Recommends Higher Duty Rates 
On Stainless Imports, U. $. Makers Want Quota 


The U. S. Tariff Commission has 
recommended that higher duty rates 
be imposed on stainless steel table- 
ware imports, to protect the seriously- 
injured domestic industry. 

Domestic stainless makers, while 
“happy” about the commission’s rec- 
ognition of the crisis, were disap- 
pointed that their plea for a fixed 
quota was rejected. They claim that 
imports, mainly from low-wage-rate 
Japan, threaten to wipe out the do- 
mestic stainless ware business. They 
may request a new hearing to try to 
get the quota set. 

The commissioners were split on how 
much higher tariffs should be. Three of 
the six favored a return to the origi- 
nal duty rates set by the Tariff Act 
of 1930 only on stainless worth less 
than $3 per dozen. The other three 
wanted all 1930 rates renewed, re- 
gardless of the value of the imports. 
reduced duty rates. on 
table forks and 
resulted from concessions 
granted in the General Agreement on 
Tariffs and Trade Act of 1934. Con- 
cessions can be withdrawn via an “ 


Present 
stainless 


Knives, 


spoons 


es- 


s* 


cape clause. 


S. Makers Disappointed 


Officials for two major U. S. stain- 
less producers said that the impori 
quota was more necessary now than 
lt was when the commission held the 
hearing in July. 

Said John Stevens vice-president of 
International Silver Co.: 

“While it is encouraging that the 
Commission was unanimous in finding 
serious injury to the domestic indus- 
recommendations for relief 
is disappointing. Withdrawal of the 
tarift vrranted under 
GATT means that the average landed 
duty paid cost of Japanese flatware, 


try, the 


COnCceSSION 


which has been $1.45 per dozen, will 
become $1.72 per dozen. 

“Such an increase will provide little 
relief due to the great disparity in 
prices between the American product 
and the Japanese product with its 
lower wage cost. Imports of Japanese 
stainless in the third quarter of 1957 
39 per cent over the cor- 


increased 
responding quarter of 1956 and were 
running at the rate of 70 per cent of 
domestic production for the first nine 
months of 1957. 

“Obviously the injury 
has become much more serious than 
it was at the time of the Tariff Com- 
mission hearing in July and it seems 
more than ever clear that the only 
real remedy is the fixed quota limita- 
tion which the industry asked for.” 

Miles E. Robertson, president of 
Oneida Ltd. Silversmiths, said: “We 


extent of 


138 


are happy with the Commission's 
finding that the flood of imports has 
caused, and is causing, serious dam- 
age to domestic industry. But we are 
sorry that the fixed annual quota was 
rejected. 

“Higher duties as recommended wil! 
not importantly abate the injury 
caused by the difference in wage rates 

17¢ an hour in Japan and $2.30 an 
hour here. Certainly the _ higher 
duties should apply to all imports, re- 
gardless of value. Production of 
higher quality stainless flatware re- 
quires more labor manhours, and 
labor manhours are what we are 
trying to protect.” 

President Eisenhower has 60 days 
after Jan. 10 to accept or reject the 
Commission’s recommendation. 


U.S. Attorney Lauds JSA’s Hel 


lee 


DOUBLE TIME: King Mo- 
hammed V of Morocco, center, 
receives a_ specially - designed 
Hamilton electric watch. Its 
dial shows the time both in 
Morocco and in Washington, 
D. C. Presenting the watch are 
J. Hale Steinman, left, a direc- 
tor of Hamilton Watch Co., and 
R. A. “Steamboat” Fulton, Ham- 
ilton’s marketing vice-president. 


p in Policing Industry 


PRE-LUNCHEON ACTIVITY: Some of the 30 officers and advisory committee 
members get together for a toast. They are from left: Richard C. Murphy, JSA 
executive secretary; Albert E. Haase, Jewelry Industry Council president; 


Durward Howes IIl; Norman M. Morris: Paul Williams, U. 


Eitelbach, and Victor A. Lambert. 


The officers and advisory com- 
mittee of the Jewelers’ Security 
Alliance their 
luncheon at the Waldorf-Astoria 
in New York, Saturday, January 
18th. 

Reports were given by W. Wa- 
ters Schwab, Victor A. Lambert, 
Richard C. Murphy and Walter N. 
Kahn. 

The meeting was conducted by 
Walter Eitelbach. Guest speaker 
was U. S. Attorney, Paul Wil- 
Williams recounted stories 


met for annua! 


liams. 
from his office’s files that told of 
the apprehension and arrest of 
those engaged in smuggling; stor- 
ies too bizarre for the _ wildest 
fiction magazines. In one case 
alone, the solution of which cir- 
cumvented the smuggling of $83,- 
000.00 worth of diamonds, a 
scheme was uncovered that ended 
a practice which had been suc- 
cessful in smuggling over $4,000.,- 


S. Attorney; Walter 


000 worth of diamonds into the 
country. 

Mr. Murphy, JSA executive sec 
retary, spoke on the purpose of 
Alliance 


and the increasing help they are 


the Jewelers’ Security 
getting from federal authorities. 

Murphy mentioned also. that 
when a robbery is suffered by any 
jewelry salesman that he or one 
of his jeweler friends should 
quickly contact the local newspa- 
per editors. The purpose: to ask 
the editors to play down the news 
item. Too often editors over- 
dramatize jewel thefts, and local 
members of the 
even amateurs are induced _ to 
think that jewel thefts offer a 
lucrative avenue for the applica- 
tion of their ingenuity and efforts. 

The meeting closed with an in- 
teresting demonstration of the 
latest equipment used by Holmes 


Electric Protective Service. 


underworld or 









America’s leading sterling sil- 
versmiths are using both publicity 
and advertising to interest Amer 
“Sterling is for Now 
for You” campaign. 

A five-point, $500,000 program, 


icans in the 


already under way, will seek to 
create a new dimension in sterline 
sales by educating consumers to 
want and to use sterling. 

Supporting manufacturers 
whose aim is to help at the retail 
level, are: Alvin, Gorham, Interna- 
tional Silver, Kirk, Lunt, Oneida, 
Reed & Barton, Towle and Wal 
lace. 

Foundation for the selling mes 
sages in the campaign is the 


Sterling Silversmiths Guild o: 


America mot ivat ional researc I) 


study on. sterling buying con 
ducted last vear. From the study, 
the Guild found that sterling must 
be sold in terms of everyday, cas- 
ual American living, with empha 
Sis on Immediate enjovment rathe: 
than on formality, wealth and 
special occasions. 

Here’s how the publicity end 
of the campaign will be handled: 
@@ Press and magazines Sto- 
ries about sterling will deal, in 
yreat part, with human relation- 


ships, the importance of family 


dining, and the satisfaction of 
Much atten- 


tion will be paid to the year-round 


using good things. 


yift market, and to special occa- 
sions for giving sterling. 

@@ Television and radio—Cam 
paign will blanket large and small 
stations. Material will stress uses 
and advantages of sterling, will 
emphasize that daily use of ster- 
ling enhances its beauty. Jewel- 
ers will get advance announce 
ments of network promotions, so 
that they can set up tie-in promo 
tions. 

@ @ Special events 
tests are planned for the first six 
Details will be 
announced next month. ‘Miss 
Sterling” will make publicity ap- 
And there will be a 


Three con 


months of 1958. 


pearances. 


Sterling Silver Week. 

@@ Publicity selling aids An- 
nouncement of available publicity 
kits will be made, to help dealers 
build store traffic around the pro- 
motion. 


Sterling Silversmiths Begin ‘‘Sterling Is for Now” 
Campaign to Educate America to Want and to Use Silver 


Dealers in smaller cities and 
towns may send the 
their local newspapers and tele 
vision and radio stations to cam 
paign headquarters: Conant & Co.., 
Public Relations, 1 E. 53rd St.. 
New York 22. 

Radio will have an important 
part in the advertising campaign. 
which will be handled by Fuller 
& Smith & Ross, Ine. 


Evening in France Awaits 
MIGSA Banquet-Goers 


Hundreds of 
manufacturers are planning to en- 


American jewelry 


joy an evening in France, without 
the time-consuming Atlantic cross- 
ing, passports or immunization In 
jections. 

The French soiree will be held 
at the Statler Hotel in 
March 22, compliments of the an- 


Boston 
nual banquet committee of the 
Manufacturing Jewelers and Sil- 
versmiths of America, Inc. 
Invitations will be mailed from 
menu, 


France. Decorations. the 


even the entertainment will be 
French. To accomplish this. 
MJ&SA has enlisted the services of 
two French government groups in 
this country, plus a number of 
French transportation groups. 

sanquet committee chairman is 
Donald Bishop of Attleboro. Mem- 
bers are: Sterling Atwater, Ken- 
neth E. Randall, William E. Smith, 
Stanley Spoor, Philip Beck, Philip 
S. Leach, Raymond L. Wells and 
Howard H. Sweet. 








Remember the “Diamond Lady” 
—Gladys Babson Hannaford? 
No ivory-tower theorist, she, 
but a practical, hard-thinking, 
hard-writing counsellor who 
knows what makes or mars a 
sale as well as she knows her 
“Four C’s.” She has something 
valuable to say to you on page 
87. 


names oj 

















ONSTAGE DIAMONDS: Baum- 


gold Bros’. collection of dia- 
monds turned in a dazzling 
performance at a recent fash- 
ion show sponsored by the AIl- 
bany Times-Union and Harper's 
Bazaar. Albany jeweler Frank 
Adams helped arrange the 
showing and Albany’s leading 
model, Betty Reddish, modeled 
the gems. She is shown here 
during show intermission (sec- 
ond from right), with Gertrude 
Gold, Baumgold’s ad director; 
jeweler Frank Adams, and 
guest of honor Harold Craig, 
big-money winner on the “21” 
television program (far right). 


Elgin National Lowers Prices 
For New 19-Jewel Watch Line 


Introduction of a new line of 
19-jewel watches at retail prices 
as low as $34.95 highlighted Elgin 
National Watch Co.’s first genera! 
sales conference in five years, Jan 
2-4. 

“Our 19-jewel program is timed 
to meet market need for better- 
quality watches at lower prices,” 
S. D. Moorman, vice-president in 
charge of watch marketing, told 
the 100 salesmen present at Chi- 
cago’s Edgewater Beach Hotel. 
five-point 


Moorman outlined a 


program of merchandising for 
1958: (1) 


of lower-priced watch lines, and up- 


A 25 per cent expansion 


grading of 17-jewel watches to 19 
jewels. (2) Increases in water- 
proof, sweep-second and automatic 
models. (3) A national newspaper 
advertising campaign, plus a co-op 
advertising plan for jewelers. (4) 
Direct Elgin sales and distribution 
of its Wadsworth watches, as a 
result of: (5) consolidation of the 
Wadsworth sales organization into 


the Elgin sales force. 





Meany Hits Jewelry Union 
For Exploiting Workers, 
Demands They ‘‘Clean House 


Like an avenging oldtime school- 
master, AFL-CIO President George 
Meany is not sparing the birch rod 
in his demands that member unions 
obey and respect his edicts. 

Newest of those being put to task 
is the International Jewelry Work- 
ers Union, charged by taskmaster 


Meany with numerous violations of 


AFL-CIO’s Code of Ethical Prac- 
tices. Six other AFL-CIO unions 
are currently on the Federation’s 
firing line. 

Most flagrant of the 
charged to IJWU is its failure to 
stop exploitation of 


abuses 


Puerto Rican 
and other minority workers’ groups 
in the New York Other 
purported IJWU  wrong-doings: 
manipulation of charters issued to 
individuals; 


area. 


questionable election 


procedures; absence of financial re- 


ports; payment of exorbitant offi- 


cers’ salaries, and discharge of 
workers for volcing grievances. 

In all, 53 complaints were filed 
against eight local unions of IJWU 
by Meany’s New,York Labor Com- 
mittee, appointed to stamp out ex- 
New 


Yroups. Because of their inability 


ploitation of York minority 
to speak English, these groups are 
often easy prey for labor racketeers. 


Cites Offenders 


A sharply critical letter sent by 
Meany to IJWU President Joseph 
Morris and_= secretary - treasurer 
Hyman Powell demanded that im- 
mediate steps be taken to “clean 
house.” Cited as biggest offenders 
in the Puerto exploitation 


were locals 122 and 222. Six other 


Rican 


locals were also mentioned in the 
complaints. 

Meany’s letter censured IJWU’s 
complete disregard to promises it 
made at an August meeting that it 
would remedy the bad conditions 
under which Puerto Ricans were 
working. “‘The local committee has 
indicated to me that vou have con- 
sistently failed to make any real 
efforts to... eliminate these prac- 
tices,’ the letter said. 

Apparently at the end of his 
verbal rope, Meany has now directed 
that unless unethical practices are 
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ceased immediately (he wants ex- 
pulsion of all officers who refuse to 
AFL-CIO’s Code of 


the case may be referred 


abide by 
Ethics ), 
to the AFL-CIO Ethical Practices 
Committee for processing under our 
Such 


lead to expulsion. 


Constitution.” action could 
Meany’s letter may be indicative 
of a new federation decision to do 
more of the dirt-digging itself in 
the future, and not to wait for 
groups like the Senate rackets com- 
mittee to strike the first blow. 


Fair Trade Advocates Want 
Federal Price Control Laws 
Fair trade backers have decided 


to seek a national price mainte 
nance law this year. 

Continued 
present fair trade legal system 


federal laws which allow states to 


weakening of the 


adopt their own laws—is making 
national legislation the only answer 
to the fair trade problem, support- 
ers Say. 

The legislation to be sought will 
be an amendment to the Lanham 
Act, which grants wide protection 
now to trademarks, provides pen- 
alties for merchants who misrepre- 
sent brands or misuse trademarks 

Under the plan, this type of pro- 
tection will be extended to resale 
prices as well, viving the manufac- 
turer the same control over prices 
now granted to those who sell on 
consignment and by franchise sys 
tems. 

The proposed amendment would. 
in effect, permit a manufacturer to 
grant a merchant a license to sell 
its products, 
voked for many reasons, including 
price cutting or selling the goods 
to another merchant who cut the 
price. 


which could be re- 


Japan Watchmaking Firm 
Offers Hamilton Rights to 
Buy Stock 

The Japanese watchmaking con- 
cern with which Hamilton Watch 
Co. recently entered into a manu- 
facturing agreement has “infor- 
mally offered’ Hamilton the rights 
to purchase an undisclosed number 
of its stock shares. 


GOING DUTCH CAN BE FUN: 
A 17-day trip for two to Europe, 
via KLM Royal Dutch Airlines, 
awaits the winner in A. H. 
Pond Keepsake Sweep- 
stakes, which gets under way 
March 1 for two months. En- 
trants need only write their 
name and address on an entry 
blank to be eligible for the trip, 
plus 15 


Co's. 


other prizes; entry 
blanks, will be available at au- 
thorized Keepsake dealers. The 
four dealers whose customers 
submit most entries will also 
win 17-day European trips for 
two, including tours of the 
great diamond centers at Ant- 
werp and Amsterdam. A _ na- 
tional ad campaign, plus numer- 
ous dealer aids, will help boost 
the promotion. Above, A. H. 
Pond, President Robert A. Pond 
and “Miss Keepsake Sweep- 
stakes” greet “Miss KLM Royal 
Dutch Airlines.’’ The two 
“Misses” will act as good-will 
ambassadors during the promo- 
tion. 


Hamilton is undecided so. far 
whether or not to buy, according to 
board chairman and president 
Arthur B. Sinkler. The Lancaster 
firm at present owns no stock in 
Takano Seimitsu Ltd., of 
Nagova. Sinkler stated that Takano 
had made a number of shares avail- 


Kogvo, 


able to Hamilton not too long ago. 

Hamilton announced in October 
that it had licensed Takano to pur- 
chase $250.000 worth of tools, dies 
and equipment of Hamilton time- 
pieces not currently in production, 
plus technical aid. The 10-year pact 
provided that, in return for its as- 
sistance, Hamilton 
rovalties from sales of all Takano 


would receive 
watches, plus exclusive right to sell 
Takano’s products in this country 
and South America, and in all 
U. S. possessions. 











Englehard Industries Merge, 
Join Precious Metals Firms 


Consolidation of nine American 


firms in the precious metals and 


precision manufacturing fields 
into EKnglehard Industries. Ine.. 
Was accomplished last month. 
Firms involved in the merger 
have long been known as the 


KMnglehard Their 


million. 


Group annual 
S150 

Included in the 
Baker & + 3 


platinum 


sales exceed 
combine are 
Newark, 
fabricator: 
Platinum Works, refin- 
Makepeace 
Attleboro, pioneer In gold 


Inc.. of 
refiner and 
American 


£ 


ers of silver, and D. E. 
Co. of 
bonding of metals. 

Charles W. 
chairman and a 


oft the 


knglehard, board 
principal owner 
firm, said the nine consoli 
dated firms will serve every ma- 
jor industry in the U. S., 


prod Te 


with a 


range from atomic. re- 


actor components to jewelry and 
ceramics. In addition, three other 
American industries and 12 for 
eign firms are controlled by the 
interests. 

President Gordon V. 
official of the 


sald the 


same 
Richdale, 
a former Bank of 


England, new firm has 
completed a million-dollar 
Massachusetts for the 


atomic 


just 
plant in 
manufacture of reacto. 
components. 

companies 
Manu 


producers of liquid 


Other consolidated 
are: Hanovia Chemical & 
facturing Co., 
Amersill Co., 


precious metals; 


manufacturers of fused 
East Newark Industrial 
Inc.: Irvington Smelting and Re 
fining Works; National Electric 
Instrument Co., manufacturers of 


quartz; 


Center, 


industrial and medical instru- 
and H. A. Wilson Co., pro 
contacts. 


ments, 


ducers of electrical 


D. C. Percival in Boston Is 
Up for Sale or Liquidation 

One of the oldest 
jewelry firms in Boston is 
offered for sale. D. C. 
& Co., Inc., announced its decision 
to offer the company for 
Nov. 29, but has not vet had any 


wholesale 
being 
Percival 


sale 
buyer. Firm officials have decided 


they may be forced to liquidate 
if no buyers come forward. 


sale announce- 


In making the 
ment, the officials stated that the 
firm earned profits last year, and 
Nov. | 
The 

selling 


lat as of Inventory was 


over $600,000. firm had a 


busy Christmas season, 
officials said. 
have 


Alberts 


boston, has 


Some Percival employees 


already left the firm. I. 


Sons, also in hired 


several former Percival personnel. 


Dr. J. T. Williamson Dies, 
Owned Richest Diamond Mine 
Dr. John T. 


storied bachelor-owner of what is 


Williamson. 52. 


reportedly the world’s richest dia- 


mond mine, died Jan. 7 at his 


simple five-room home in Tangan 


Vika. 








Surprise Party Honors Kreisler Stylist Marge Matthews 





(Canadian-born Willlamson went 
1934 as a graduate 
from MeGill 
in Montreal, led a harsh, Spartan 


to Africa in 
Universit\ 


reologist 


life for six vears before he dis- 


covered his mine by accidentally 
kicking up a diamond while sitting 
inder a tree. 

His wealth was estimated at $100 
Himself 


luxury was a 


million. unostentatious, 


his one French 
chef), he contributed generously to 
unil- 


charity schools and 


versities. He also built an entire 


yroups, 


community near the mine. with 60- 


bed hospital, airport, police force, 


country clubs for whites, recrea- 
tion centers for natives and irriga- 
tion lakes. 


He finally 
DeBeers Consolidated mines, afte) 


joined interest with 


vears of persuasion. 


= 
3 x 





THIS IS YOUR LIFE: Kreisler advertising manager Alfred Miller begins 
the “This Is Your Life” program presented in honor of Marge Matthews, 
firm stylist, on the occasion of her 30th anniversary with the firm. 


Happy tears were the final or- 
der of business at the semi- 
annual sales meeting of Jacques 
Kreisler Manufacturing Co. at 
the Essex House in New York, 
Jan. 4. They started when a 
very surprised Marge Mat- 
thews, Kreisler’s stylist, dis- 
covered that she was being 
honored with a special “This 
Is Your Life” program to com- 
memorate her 30th anniversary 
with the firm. The perform- 
ance, conducted in perfect TV 
fashion by advertising man- 
ager Alfred Miller, traced Miss 
Matthews’ career through her 


school days, her arrival at 
Kreisler as a typist and switch- 
board operator, her job as sec- 
retary to firm president Tobias 
Stern, and her emergence as 
one of the industry's outstand- 
ing stylists, and as an officer 
of Kreisler. Even her father, 
sisters and brothers were pres- 
ent, plus an aunt from Indiana. 
Gifts were presented her by 
president Stern, Julien Keilus 
and Sidney Kane, on behalf of 
the firm, the executive staff 
and the sales staff. The pro- 
gram was five months in the 
planning stage. 





Waltham Gives Chicago Firm 
Use of Its Name on Watches 


Waltham Watch Co. has signed 
a ten-year royalty agreement with 
Hallmark, Inc., of Chicago, which 
allows Hallmark to assemble and 
market its own watches under the 
Waltham name. 

Hallmark will assemble watches 
from foreign parts, and will dis- 
tribute them as Waltham watches. 
Hallmark President Harry Aron- 
son said his firm will become 


exclusive manufacturer-agent of 


all watches bearing the Waltham 
name. 

Joseph Axler, president of Wal- 
tham, said his firm’s facilities will 
during 1958 be devoted to devel 
opment, marketing and promotion 
of new items. The agreement, 
Axler said, does not prevent Wal- 
tham from importing or assem- 
watches 
“We expect to stay in the 


bling under another 
name. 
timepiece business,” he said, “‘and 
have definite plans to market 
clocks.” 

Waltham, which 
with the “big three” in the domes- 


tic watch industry, has been be- 


once ranked 


sieged by management and othe! 
difficulties in recent years. 

The original Waltham Watch 
(Co. was split into two corpora 
Waltham Preci- 
sion Instrument Co. was set up 


tions last vear. 


to manufacture precision instru- 
ments and electronic components 
at Waltham, Mass. Waltham 
Watch Co. of Delaware was or- 
ganized to continue the watch and 
watch instruments business. It is 
this Delaware firm with which 
Hallmark has signed the agree 


ment. 


Reorganized New Haven Clock 
Names Eight New Directors 

District Court 
approval of a reorganization plan 
for the New Haven Clock & Watch 
Co., eight new directors of the firm 


Following U. S. 


have been named. 

They are: Dr. Max A. Geller, 
chairman and chief executive off- 
cer: Seth Harrison, president; 8. 
David Leibowitz, executive vice- 
president and 
Herbert Braasch, secretary; Louis 


general counsel; 
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Mastriani, former sales manager of 
Gabriel Co.; Mac Halpern, former 
sales executive for Waltham Watch 
(o.; Harry Friedling, New York 
realtor; and Herbert 

Halpern will head consumer sales 


Bungard. 


as vice-president. 


WITH LUCK TO CHIANG: 
Among the 
by Chinese Nationalist leader 
Chiang Kai-Shek on his 7Ist 
birthday (Oct. 31) was a 14K 
gold medal set with 72 gem 
stones. Gift-givers were Stephen 
S. J. Ching and Anthony D. K. 
Ching, partners in Lambert & 
Sons, manufacturing jewelers 
of Honolulu. Of the 72 gems, 
which included 19 rubies, 19 
sapphires and 34 diamonds, 7] 
were for each of Chiang’s birth- 
days, and one for “good luck.” 
The red, white and blue stones 
and the star design pay tribute 
to the Flag of the Republic of 
China, which Chiang heads. 
The Ching brothers are both 
members of the American Gem 
Society. 


presents received 


International Silver Buys 
Eyelet Specialty Co. 


International Silver Co. has ac- 
quired Evelet Specialty Co. 
Waterbury, Conn., as part of its 
long-range’ diversification — pro 
gram. 

Evelet, with some 750 emplovees 
in four plants, is a leading maker 
of lipstick 


electrical specialties. 


cases, closures, and 

Merger was completed Jan. 1. 
Eyelet President Stephen J. Clark 
will become general manager of 
the Eyelet division and a director 
of International. 


Parker Pen Buys Eversharp's 
Writing Instruments Division 


Parker Pen Co., In a move to 


enter the lower-priced pen and 
pencil market with “an en- 
trenched brand name,” has pur- 
chased the writing instrument di 
vision of Eversharp, Ine. Iver- 
sharp’s shaving division was not 
involved in the deal. 

The new acquisition will oper 
ate as a subsidiary of Parker, and 
will be known as The Eversharp 
Pen Co. Three plants will be used 
by the new unit. 

C. George Heath, former sales 
and advertising vice-president for 
Eversharp’s Canadian operation, 
has been appointed to head the 


subsidiary. 


National Retail Group Changes 
Name to Keep Pace with Times 


The National Retail Dry Goods 
Association is now the National 
Retail Merchants Association. 

Richard H. Rich, NRDGA presi- 
dent. said the change was made “to 
keep pace with modern times” and 
because “the term ‘dry goods’ has 


: reorninnse > . “ot rEay + 7 
lost its signinicance In retaliing to 


day. 
The association represents more 


than 8200 department, = sp ‘lalty 


and chain stores with an annual 


sales volume of $17 billion 


New York Cracks Down 

On Phony Watch Sellers 
Bulova Watch Co. has congratu- 

lated the New York County Dis- 

trict Attorney’s Office on its suc- 

atch- 

York 


cess in squelching illegal! 
selling by a Yroup of Ne 
“gift” and auction shops. 

District Attorney Frank Hogan 
indicted a group of firms and in- 
assembling, 
second- 


dividuals’ allegedly 
distributing and selling 
hand and re-built watches as new 
ones. Indictments were issued 
Nov. 21 against the owners and 
operators of the unauthorized out- 
lets. 

In stressing the action taken by 
Hogan, Bulova urged that retailers 
should deal exclusively with manu- 


facturer-authorized jewelry out- 











IRS Gives Tax Rulings On 
Music Boxes, Clock-Mirrors 


Total price of a set composed of 
a necklace, a bracelet, and a de- 
tachable miniature music box is 
subject to the excise tax, the Inter- 
nal Revenue Service has ruled. 

A music box ordinarily is_ not 
taxable as jewelry if it is not orna 
mented with pearls, 
semi-precious stones or imitations, 
or made of a precious metal or an 
imitation. 

In this case, however, the IRS 
said that the miniature music box 
comes under the definition of jew- 
elry as an article designed to be 
worn on the person or apparel for 
adornment. Thus the tax applies 
to the total cost. 

IRS said that 


the portion of the price of a com- 


In another ruling, 


bination clock and mirror attrib- 
utable to the clock alone is subject 
to the retail excise tax. In addi- 
tion, that part of the mirror hous- 
ing the clock is also subject to the 


tax, although the unobstructed 


portion of the mirror is not. 


Wallace Buys Houseware Firm 
In Diversification Move 
Wallace Silversmiths, Ine., has 
Windshield 
Milford, 
The latter firm makes fire- 


purchased American 
and Specialty Co. of 
Conn. 
distributed na- 


place equipment 


tionally as the “Puritan” line. 
‘Is the fourth in 


enuble 


The purchase 
a planned program. to 
Wallace to service the houseware 
needs of the public more fully,” 
President H. S. 
Wallace also owns General Plas- 
tics, Ltd.. maker of molded din- 
nerware, and four sterling silver 


Stone, Jr.. said. 


and stainless steel flatware plants 
in this country and Canada. 

The American Windshield man- 
agement team will continue to 
operate in its own plant as Pur'i- 
tan Fireplace Furnishing, Inc., a 
division of Wallace. 


Oppenheimer Family Sets Up 
Sir Ernest Memorial Fund 


The family of the late Sir Ernest 
Oppenheimer, chairman of the Dia- 
Corporation and De Beers 


mond 








FEBRUARY 


precious Or 


Consolidated Mines, Ltd... has do- 


nated $2,800,000 for a memorial 
fund in his honor. 

The fund will be used to aid in 
education and in cultural and char- 
itable purposes. All races will be 
eligible for its benefits. 


Sheaffer Pen President Sees 
Big Pen Sales for 1958 

Growing popularity of ballpoints, 
increasing demands for cartridge 
fountain pens and broadened dis- 
tribution should make 1958 a ban- 
ner year in pen sales, says W. A. 
Sheaffer Pen Co. President Walter 
A. Sheaffer Il. 

Sheaffer forecasts sales of almost 
$300 million in ’58 in the hand- 
writing instruments industry. Vol- 
() 


‘ 


ume during 1957 was about $2 


million. 


Harry Oppenheimer Is Head 
of DeBeers Organization 
Harry Oppenheimer, son of the 
late Sir Ernest 
now in control of the Anglo-Ameri- 


Oppenheimer, is 


can Corp. and of DeBeers Consoli- 
dated Mines, Ltd. 

He assumed the chairmanship of 
his father’s vast holdings shortly 
after the latter’s death Nov. 25. He 
heads 11 companies and their sub- 
sidiaries, which control much of 
South Africa’s diamond, gold, cop- 
per and other mineral concessions. 








RECOGNITION: Joseph Pugliese, Jr., 
general superintendent of The Kinney 
Co., makers of insignia jewelry, re- 
ceives the annual Rhode Island De- 
partment of Labor Safety award from 
Kinney executive Stuart Goodman. 


Ring Guild of America Plans 
Father’s Day Ad Campaign 
Ring Guild of America, Inc., 25- 
member association of stone ring 
manufacturers and stone dealers, 
will launch a national advertising 
campaign this spring featuring a 
Father’s Day promotion for men’s 
rings. RGA also plans a new f 
campaign called National Stone 
Ring Week. 
Both events 
advertised. RGA’s public relations 


will be nationally 
efforts last vear were devoted to 
making the public conscious of the 
new stvlings and the economy ot 
stone rings as fashion items. 

The ad campaign will be backed 
with a promotion kit for jewelers. 





Ree 








CREAM OF THE CROP: The five top-award winners in the 1957 Sterling 
Today Hollowware Design Competition, admire the cream pitcher of the coffee- 
and-tea service which took first prize. The annual contest is sponsored by the 
Sterling Silversmiths Guild of America. Winners, from left, are: Richard Hora 
of Stony Point, N. Y.; Robert J. King of Newburyport, Mass.; Burr Sebring of 
Rochester, N. Y.; Edward Buchko of Meriden, Conn.; and Erwin Kalla (3500 


first-prize winner) of Pittsburgh. 
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MERIDEN’S HANGING HILLS: Gracing the entrance of International 
Silver Co.’s new administration building in Meriden, Conn., is this giant 
mural, just being completed by artist Eric Sloane. The painting depicts the 
view overlooking the “Silver City,” with Meriden’s famed Hanging Hills 
in the background. Artist Sloane, a cloud-painting expert and author, 
lecturer and meteorologist of note, has filled almost two-thirds of the 13- 
by 14-foot mural with impressive sky-and-cloud background. 
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COMPETITION FOR AIDA: All of the beauties in opera—from Aida and 
Salome to Cleopatra and the Queen of Sheba—would be hard put to match the 
magnificence of costume of these fair maids. The diamonds, which bedeck the 
Empress chinchilla, which bedeck the gowns of high fashion, which bedeck the 
beauteous models, are by Baumgold. The occasion is a press review of exclusive 
designs for opera-goers of distinction, at the Luncheon Club at the Metro- 
politan Opera. 


HAPPY ANNIVERSARIES: There were eight celebrations Dec. 20 at Cope- 
land & Thompson, Inc., offices in New York. The firm itself, distributor of 
Spode china, was toasting its own 34th birthday. The other seven anniversaries 
were for employees with the firm 25 years or more. Silver tray recipients are 
(standing, from left): Vincent DeMicco, office manager; Gresham E. Hassall, 
sales: William J. Craig, sales; and Henry V. Cortes, sales. Seated from left are: 
Mrs. Anne P. Taylor, assistant credit manager, George E. Thompson, firm vice- 
president, who presented the trays, and John S. McNally, secretary and general 
manager. President Sidney E. Thompson, who also received a tray, was unable 
to be present. 
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BEYOND THE CALL: Colonel John 
. Stapp, Air Force doctor who has 
many times risked his life in research 
projects on human rocket flight, was 
named winner of the first annual 
Girard Perregaux Geophysical Award 
Jan. 16 in New York. The award, for 
“outstanding contributions to fur- 
thering man’s knowledge of his future 
through science,” will be given each 
vear. Colonel Stapp’s most famous 
achievement, for which he received 
the Legion of Merit: a 632-mile-per- 
hour ride in a test sled, which was 
stopped in one second, subjecting 
Colonel Stapp to 40 times the pull of 
pravity (he was traveling faster than 
a .45 cal. bullet). 


LIFE CAN BE BEAUTIFUL: 
The princely gent is Jack 
Bailey, television master of 
ceremonies on the network 
show “Queen for a Day.” The 
beauties model the many gifts 
given on the show, including 
“Lady Ronson” electric shav- 
ers. Ronson’s men’s shaver, the 
“66,” is promoted on the com- 
panion program, “King for a 
Day.” In all, Ronson products 
are given as prizes on more 
than 70 television and _ radio 
shows. The Newark-based firm 
has just opened a new service 
station for its products in 
Miami, Fla. 






























TIME IN TUNE AGAIN: Bulova 
Watch Co. President John H. Ballard 
receives the 750,000th Bulova clock 
radio made since the firm re-entered 
the field five years ago. Bulova origi- 
nally manufactured clock radios in 
the early 1930's (one is shown on 
table). Arthur P. Gould, general 
manager of the special products divi- 
sion, presents the inscribed set. 
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LET’S HAVE IDEAS: The importance of fresh, new ideas in making 1958 a 
sales and merchandise success was emphasized at the annual sales dinner of 
A. Cohen & Sons Corp. Dec. 26 at the Sheraton Astor Hotel in New York. 
Hyman J. Cohen, president, told regional sales managers: “Price alone does not 
make a sale or promotion. Price-cuts with no other means to create excite- 
ment can make a promotion fall flat on its face.” He said that new ideas can 
help enable the retailer to pass along to the public the feeling of freshness and 
newness necessary to avoid a business “flop” in 1958. Lewis Rubenstein pre- 
sented the new 1958 line and promotional materials. 





WHOLESALERS’ FRIEND: Jerry 

Hahn, advertising director of Jacoby- 

Bender, Inc., inspects merchandising 

material used in J-B’s recent cam- 

paign to enhance the wholesale jewel- 

er’s marketing position. Promotion 

included double-page ads (on wall), a 
| . . bia = calendar, sales manual, laminated 

PREVIEW AND REVIEW: Craftsman Billfolds’ merchandising and advertis- plaque and brochures. 

ing plans for 1958 were presented at the firm’s annual sales meeting at the 

Hotel Dennis in Atlantic City. The group was told that Craftsman’s total dollar 

volume reached a new high in 1957. Sales manager Ed Chandler said he be- 

lieved the billfold industry has a greater-than-ever opportunity for 1958 sales 

at a high profit to retailers. 
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1041 YEARS OF SERVICE: An average of 40 years of serv ice—1041 years in all— is represented by these 26 employees 
of J. R. Wood & Sons, Inc., shown being honored at the ring-making firm’s 108th annual Christmas party in New York. 
More than 200 company employees attended the banquet and entertainment festivities. Honored guest of the evening was 
Herman Diemer (back row, to right of microphone) who retired after 62 years as a J. R. Wood gold smelter. In all of 
those 62 vears. Diemer was absent only 3 days—“I stepped away from my furnace and got chilled. Then the flu hit me; 
that was back in 1918.” Also honored by President W. Waters Schwab was 50-year employee Gertrude Maker. 
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WANT EXTRA PROFITS 
WITHOUT EXTRA COST ? 
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They Are Yours, Positively, 
With the T&D 
Musical 
MERCHANDISE 
DEPARTMENT 


An amazingly complete assortment of 
every-day musical needs in a self-service 
occupying less than 5 


islond§ display 


squore feet of space! Fast-selling, full- 
profit merchandise that helps to pay the 
rent yet involves no extra sales cost. Fills 
a definite community need, builds store 
traffic, puts you in the music business (sell 
every-day needs from stock, big-ticket in- 
struments from 400-page catalog supplied 
free}. Send coupon today for full infor- 


motion on a small investment, high-poten- 


tio! profit builder. 





TARG & DINNER, Inc. 
The Wholesale Music Center 
425 S. WABASH AVE. 
CHICAGO 5, ILL. 


Without obligation 
send full information on the T&D 
Musical Merchandise Department. 


Name 
Address 


("+4 


Vity State 


Gruen Wins Top Prize For 
‘How To Tell Time” Book 
With 


more 


already totaling 
than 1%. million 
Gruen Watch Co.’s “How To Tell! 
Time” children’s book was named 
uncontested winner of the 1957 
“Maggie Award” given by the Pa- 


sales 


copies, 


cific Coast Independent Magazine 
Dealers group. 

Published as a Little Golden 
Book by Simon & Shuster, “How 
To Tell Time” 
among publishers’ entries in the 
children’s book field “in illustrat- 
reading is both 
informative to 


was judged best 


enter- 
chil- 


ing how 

taining and 

dren.”’ 
Simon & 


issue the 


Shuster 


book twice vearly, pre- 


plan to re- 
dict that it may become the mosi 


successful children’s book they 


have ever published. 


Education Rings Cash Register, 
Government Researchers Say 
Education has a close tie-in with 


the retail cash register, govern- 
ment researchers report. 
In 19 


where half the population had fin- 


cities studied recently 
ished 11 to 12 years of school, the 
per capita retail averaged 
$1,100. In 11 other 
the median 


sales 
cities where 


education was only 
eight to nine vears of schooling, 
average retail sales per year were 
only $917. 


“While it 


to deduce 


may not be possible 
that 
three years of schooling automati- 


from this every 


cally increase retail sales by 20 


percent, there is a clear assocla- 


between education and the 


tion 


cash register.” comments John 


A. Perkins, 
Health, 


under secretary of 


Education. and Welfare. 





CAST 


# Abbie Borinstein is manager of the 
newly-opened Kay Jewelry Co. store 
in Wilkes-Barre, Pa. The local store, 
at 72-74 S. Main St., will be the 114th 
in the Kay chain. 

es Henry Coehler Co. has moved into 
its new, 15,000-sq. ft. quarters at 102 
Fifth Ave., New York. They began 
occupancy on Jan. 1. 

ws The following officers of the Golden 
Circle Club of New York for 1958 are: 
Louis Waldman of Joseph Waldman 
& Sons, president; George Kramer of 
Semca Clock Co., vice-president; Car! 
Avner of Helbros Watch Co., trea- 
surer; Seymour Reich, secretary; 
Joseph Frier, Jr., of Goldman & Frier, 
financial secretary, and Edward Coyne 
of Ipekdjian, Inc., sergeant-at-arms. 
Board of director electees are: Jerome 
Binder, Harry Rodman, Frank Yab- 
lon, Julian Holtzer, Murray Lattin 
and Marce Stein. They were installed 
Jan. 20 at the Netherlands Club in 
New York. 

ws The Sterling Silversmiths Guild of 
America, 551 Fifth Ave., New York, 
and the Jackson & Perkins Co. of 
Newark, N. Y., will co-sponsor the 
United States Sterling Bowl tourna- 
ment in June. Outstanding flower 
arrangers will compete in Newark for 
a $5,000 perpetual challenge trophy. 
s John Telencio, jewelers of 102 N. 
2nd St., Harrisburg, Pa., has taken 
a eontrolling interest in the Charles 
K. Boas, Inc., store at 28 N. 2nd St. 


es The Jewelry and Diamond Industry 
Committee in New York held a testi- 
monial dinner Jan. 19 in honor of 
Charles Gutwirth and Isidore Lip- 
schutz. Occasion was the founding of 
the Hatikva Medical Center in Tel 
Aviv, a cause to which both Gutwirth 
and Lipschutz have devoted much 
time and effort. 

ws Napier Co., Inc., has moved into its 
new offices and showrooms at 530 
Fifth Ave. in New York. The plush 
offices are done in teakwood, marble, 
special carpeting and Oriental grass 
cloth, may win the New York “Offices 
of the Year” award. 

es Shiman Bros. & Co. and Colonial 
Manufacturing Co., Inc., both New 
York ring manufacturers, have 
merged. New name is Shiman Bros.- 
Colonial, Inc. Merger was made to 
gain larger assets, 
a stronger sales force, and to increase 
both the executive and technical staffs 
as one unit. The new firm will cut all 
its own diamonds for its Customized 
and Miracle ring lines. Firm head- 
th St., New 


more accounts and 


quarters is at 304 E. 
York. 

se Kenneth I. Van Cott, Jr., has 
joined his father in the operation of 
Van Cott Jeweler at 39 Court St. in 
Binghamton, N. Y. 

es Jerry Klausner, president of 
Ridgewood Jewelers, Inc., Ridgewood, 
N. Y., reopened his store Nov. 9, 
after remodeling. 














#® Rudolph Bros., Inc., which has 41 
stores in New York, Vermont, Massa- 
chusetts and New Jersey, opened an- 
other unit in Utica, N. Y., in the New 
Hartford Shopping Center. B. G. 
Rudo!ph and M. H. Rudolph, co- 
founders of the chain, attended the 
opening. Store manager is Howard 
Berkowitz. 

es Omega Watch Co. has leased the 
l6th floor of the nearly-completed 
bronze building at 375 
Park Ave., New York. Omega plans 


to move into the 50 per cent-larger 


7 
peavrams 


quarters in May. 
# Four patented mechanical improve- 


ments for watch movements devel 
oped by James and Henry Line, jewel- 
ers of Carlisle, Pa., were unveiled 
Nov. 12 at a premiere showing. The 
brothers have incorporated the watch 
innovations into a ‘“‘Henriline” series, 
Bienne, Switzerland. 
Industrial Corp., division 
Kreisler Manufacturing 
operations in a 
newly-leased 200-man plant in Pater 
son, N. J. The parent firm’s watch- 
bandmaking plant is in North Bergen, 
N. J. 

e Daniel L. Gotthilf has 
pointed customer relations officer and 
assistant to the president of the 
, Inc., New York manu- 
facturer of jewelry 
plays. Gotthilf was formerly presi- 
dent of the Electric City Box Co. 

e Oscar Kind, president of S. Kind & 
Sons in Philadelphia, and secretary 
of the Retail Jewelers of America, 
has been chosen guest speaker for the 
10th annual convention of the Cana- 
dian Jewellers Association, scheduled 
for Feb. 17 at the Royal York Hotel 
in Toronto. 

es More than 3500 youngsters from 
New York’s East Side were 
guests of the Bowery Jewelers Asso- 
ciation at a Christmas party Dec. 24. 
s Henry B. Fried, JC-K’s horological 
consultant, appeared on a TV pro- 
gram entitled /nteresting Time Pieces, 
carried Dec. 28 by CBS. 

es George J. Busch, jeweler of New- 
ark, N. J., was the only American in 
attendance at the two-week December 
auction in Argentina of the Jewel col- 
lection of the late Eva Peron. (See 
Speaking of the Jewelry Trade.) 


made in 
s Kreisie) 
+ 


of Jacques 


Corp., has begun 


been ap- 


Mautner Co. 
boxes and diis- 


lower 


es Joseph Hugh Green has _ been 
elected vice-president of merchandis- 
ing for J. E. Caldwell & Co., Inc., 
Philadelphia. Green comes from 
Woodward & Lothrup, Washington, 
I. C., department store. Caldwell 
promotions from within include: Rus- 
sell T. Young, to vice-president of op- 
erations, and Harry R. Missimer, to 


assistant treasurer and_= assistant 
comptroller. 
es Century-old Avery J. Thompson, 


jewelry and optical store in Cherry 
Valley, N. Y., closed out its entire 
stock during December. The optical 
department will remain in business. 

s Martin I. Harman has been ac- 
cepted as a member of the Diamond 
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Manufacturers and Importers Assocl- 
ation of America. Harman, importer 
of diamonds and precious stones, has 
moved his business to new quarters at 
10 W. 47th St., New York 36. 

s Dr. A. E. Alexander, former vice- 
president and director of Tiffany & 
Co., Inec., has established offices in the 
International Bldg., 630 Fifth Ave., 
New York 20. He will be associated 
with Charles Murray of Cromur, Inc. 
s New name of Josh Crohn, Ine., in 
New York is G. Crohn, Inc. The name 
announced by 


~ 


change was George 
Crohn, Jr., partner in the 
importing firm. Business address re- 
mains 2 W. 46th St., New York 56. 

es Henry L. Lambert, vice-president 
of Lambert Bros. Jewelers, Ine., New 


diamond 


York, has been named a vice-president 
of the New York Board of Trade. 

se Max Dellin, former partner of Dis- 
ton & Dellin, has purchased Univer- 
Manufacturing Co. The 
business will continue operations at 
64 Fulton St., New York 38. 

# Samuel Sachs, jeweler of Newark, 
N. J., 
dacy for councilman-at-large. 
minded Sachs is active in at least 30 
national and local organizations, in- 
cluding the Horological Institute of 
America and the Jewelry 
Council. 

® Hudson Valley Watchmakers Guild 
members from Poughkeepsie, King- 
ston, Goshen, Newburgh and Port 
Jervis met Nov. 20 in Poughkeepsie. 
Jean P. Savary, technical consultant 
for the Watchmakers of Switzerland 
Information Center in New York, was 
guest speaker. 

= The John Fellin jewelry store, 
Hazelton, Pa., presented a diamond 
fashion show recently, sponsored by 
the Women’s Medical Auxiliary. 

e Wallace W. Harwood, president of 
Schless-Harwood Co., Inc., diamonds 
and diamond jewelry, New York, was 
named chairman of the jewelry divi- 
sion of the 1958 maintenance appeal 
committee for the George “Junior 
Republic,” a 63-year-old educational 
community at Freeville, N. Y. 

ws Mahoney Jewelers of Corning, N. Y.., 
has moved from 7 to 73 E. Pulteney 
Se. 

#® Sonne Bros., Inc., 125 Columbia 
St., Utica, N. Y., celebrated its 50th 
anniversary with a dinner at the Ho- 
tel Utica. On display were diamonds 
valued at $500,000. 

es C. Frederick Muth of C. Fred Muth, 
Inc., Jenkintown, Pa., will give a 
series of 14 lectures from Jan. 8 to 
Apr. 16 (every Wednesday evening at 
7:45 P.M.) at the Wagner Free In- 
stitute of Science, 17th and Mont- 
gomery Ave., Philadelphia. All jewel- 
ers are welcomed to attend without 
charge. Mr. Muth was president of the 
Southeastern Guild of the American 
Gem Society from 1943 to 1945. He 
gave similar courses at the Academy 
of Natural Sciences, and teaches a 
Philadelphia study group of the AGS 
the 4th Thursday of each month. 
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grown by 
living 
oysters 


CULTURED 
PEARLS 


NECKLACES and 
EARRINGS 


at attractive prices Rh 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 











Precious Stones 


LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 


Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 
580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plaza 7-1560 


USE JC-K 


Classified Section 


on page 174 for 
Situation Wanted 
Help Wanted or 


Business Opportunity 





Eureka Manufacturing Co., Inc. 


Taunton, Mass. 


The Quality Silver Chest Makers 
Preferred by the most discriminating clients 
The Silver Industry 
Also anti-tarnish rolls and bags 
Leaflets and Prices sent on request. 











ENCRUSTERS 


Stone and Gold Seal Engravers, Drilling 


Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 
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LOUIS F. 
GUINESS INC. 
. 

373 WASHINGTON ‘ST. 
BOSTON 8 MASS. 


CREATORS 
OF INTEGRITY 


DIAMOND RINGS 








Jou” MARCH OF DIMES 


They need 
YOU! 
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TEEN-AGE HIT! 


Proven Success 


$7 98 Patented 
rT. Heavy Weight 


KEYSTONI 


HIGH SCHOOL 
FRIENDSHIP RING 


® Sterling silver 

® Baked enamel 
colors 

® Place for 
engraving 


ALL HIGH 
SCHOOL COLORS 


A natural for promotion-minded jewelry stores 
mats, displays and banners furnished . . . 3 dozen 
minimum for original order send for sample 


GAINSBORO OF BOSTON 


13308 Beacon St. Brookline, Mass. 


RUSH TO Edww—reed 


Prove for yourself how our jewelry 
ghew card window service can he 

™!, make mere sales! Ask for 
bay FREE TRIAL. Phone, write or 
wire TODAY — 


150 W. 46 St. New York 36 


TOP @& Hat 
CHARMS 


Seld only direst te RetalHers 
WELLS MEG. CO. ATTLEBORO, MASS. 
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® Webster Co., Inc., silversmiths 

North Attleboro, Mass., have changed 
their sales distribution policy. Previ 
ously, distribution was made through 
wholesalers. Webster’s 
will now sell direct. The company be 


sales 


lieves this will establish better service 


and relationship with the retailer. 

# An interesting article on Armbrust 
Chain Co., Ine., Providence, R. I., 
appeared in a recent issue 
Industrial Magazine pub 
Standard Oi! Co. The 
sented a history of the firm and a) 
insight on the manufacturing of 
chains. Armbrust 1500 
and types. 

e William “Bill” hon- 
ored with a testimonal dinner upon 
his retirement as a New England rep- 
resentative of the Elgin Watch Co. 
Russell Gardner, who represented E] 
gin in Washington, D. C., will cover 
the Greater Boston and Maine terri- 
tories; Jack Davis, formerly in Rich- 
mond, Va., will cover Connecticut and 
Long Island, and Murray Sherman 
will continue to cover the remaining 
New England territory for Elgin. 

e The New England Guild of the 
American Gem Society met on Jan. 9. 
Cornelius FF Hurlbut. a?.. Professor of 
Geology at Harvard University, dis- 
cussed “The Occurrence of Gems.” 

s The Horological society of Massa- 
chusetts discussed plans to revise the 
organization’s constitution at a meet- 
ing held on Jan. 21. John Alden of 
Framingham, Mass., was appointed 
chairman of the membership commit- 
tee, which includes Claude Fougere, 
Al Renna and Martin Sarill. 

e Joseph O. Marcille, veteran jewel- 
ry store owner of 183 Main St. in 
Biddeford, Me., retired in 
after 50 years’ service. 

e W. R. Cobb Co. in Providence, R. Res 
manufacturer of precious metal find- 
ings, has appointed Horton, Church & 
Croff, Inc., its marketing and ad- 
vertising agency. Carl W. and Theo- 
dore H. Lichtenfels are owners of 
Cobb. 

es The United Jewelry Show organ- 
ization has appointed Joseph F. 
Esposito of Esposito Jewelry Co. to 
the executive committee. Other com- 
mittee members are Harry R. Auer- 
bach, manufacturers’ representative; 
Edward J. Deignan, manufacturers’ 
representative; Jack Fleisig of Fu- 
turcraft Co.; William D. Lupo of 
2awl Manufacturing Co.; and Ar- 
thur C. Micallef of A. Micallef & Co., 
Inc. The show for Fall lines will be 
held May 3-12 in Providence. 


of Oily aus 
lished by 


article pre- 


} , 
Makes SIZES 


Selberge was 


December 


force 


ENGLAND 


es Vito Carneglia, president-treasurer 
of Clark & Coombs Co., Ine., Prov 

dence, has been named chairman of 
the 32nd annual Catholic Charities 
Appeal in Rhode Island to be con- 
ducted May 4 through 14. 

s Boris Continental has opened his 
own office as a manufacturing jeweler 
at 1283 Church St., New Haven, Conn. 
s Hill’s Mass., 
has opened a branch store in the Pine- 
field Shopping Center, 
Mass. Joseph Varrialli is manager. 

es M. Kramer & Sons, Inc., Boston, 
Mass., was sold by auction. Joseph 


Jewelry, Sudbury, 


Saxonville, 


Finn Co. was auctioneer. 

e® White Mfg. Co., Inc., Attlel 
Mass., was petitioned into rece 
ship by firm president Lawrence M. 
Bayan. Stockholders voted inanl- 
mously that 
solved. 


the corporation be dis- 
® Simon Shectman, formerly assoc}- 
ated with J. Segaloff & Sons, Ince., 
soston, has opened his own snop in 
Room 1004, Jewelers Building 

ws Leslie W. Bissett, jeweler of Lynn, 
Mass., has moved his store from 90 
Monroe St. to the new bank »duilding 
at 42 Central Square. 

e Paul C. Lifset has opened his own 
diamond company to be 
“Tife-Set’” Diamonds, in Room 905, 
Jewelers Building, Boston. Mr. Lifset 
is the New England representative 
for Mido Watch Co. of New York 
and Switzerland, and was formerly 
connected with Mfg. Co. of 
California. 

s S. Russakoff, jeweler of 
gan, Me., moved to a larger store and 
added a basement department devoted 
to electrical appliances. 

s Richter Jewelers, Portland, Me., 
moved from 607 Congress St 

Main St. location. 

es North Country Gift 
ton, N. H., has been enlarged. 

s Ben Finn of the E. B. Horn Co., 
Inc., Boston, was elected commodore 
of the Metropolitan Yacht Club in 
Weymouth, Mass. 

e G. W. Fairchild & Sons, Inc., 
Bridgeport, Conn., opened a branch 
store in Fairfield, Conn. 

es Jack Kiselstein purchased the 
J. Albert Johnson sridge- 
port, Conn. He will operate the store 
under its present name. 

s J. Joftes, 907 Jewelers 
Boston, has remodeled. 
gsEugene K. Wirths, 40° 
Building, Boston, has opened a new 
shop specializing in mechanical, in- 
dustrial and business engraving on 
plastic and metal. 
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Skow he- 
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# Retiring employees of Hamilton 
Watch Co.’s Hathaway Instrument 
division were honored Dec. 20 during 
a banquet at the Tiffin Restaurant in 
Denver, Colo. Those who retired are: 
George V. Olson, John R. Sandberg, 
Otto Widmayer, Hardy A. Searcy, 
and James H. Barrett. Hathaway 
General Manager D. J. Jones, who 
presided at the ceremonies, also pre- 
sented 15-year pins to James Lucock, 
Robert Hormell, Fred Bull and Mel- 
vin R. Huff. 

#® Son & Prins Co. of California, sub- 
sidiary of Son & Prins in Chicago, is 
moving to new and larger quarters at 
148 S. Hill St. in Los Angeles. Her- 
bert M. Wolf continues as manager 
of the California office. 

es Jerry’s Jewel Box opened on Nov. 
29 at 112 Strongs Ave. in Stevens 
Point, Wis. Jerry Polebitski, regis- 
tered watchmaker, is owner. 

e® Harry Brown, Jewelers, has moved 
from Livernois St. to the Belmont 
Shopping Center, 2028 Nine Mile Rd., 
Detroit, Mich. 

es Albert Diness of Diness Jewelers, 
Chesterton, Ind., was recently in- 
stalled as recording secretary of the 
Lake County Jewelers Assoociation. 
Diness is also president of the Ches- 
terton Retail Merchants Association. 
#® Guests at the annual Lake County 
Jewelers Association banquet Nov. 24 
in Gary, Ind.,* included: Albert Du- 
Priest of Huntingdon, president of 
the Watchmakers Association of Indi- 
ana; Tom Sprickman of the Watch- 
makers of Switzerland; Irving Chay- 
ken, vice-president of the Jewelers 
Association of Indiana, and Anthony 
Kehring of the Watchmakers Associa- 
tion of Indiana. Guest speaker was 
William B. Tower, Jr. 

# The golden anniversary of Bosch 
& Son in Winnemucca, Nev., was cel- 
ebrated Nov. 11 by co-founder E. M. 
Bosch and his son and partner, Herb 
Bosch. 

es Otto C. Stegmaier, 46-year-old 
jewelry store in Jefferson City, Mo., 
closed its doors in January. The own- 
ers, Mr. and Mrs. Otto C. Stegmaier, 
will retire. 

es Dunkin Jewelers, Inc., in Mans- 
field, Ohio, has moved into newly-re- 
modeled quarters at 64 N. Main St. 
Owner Oscar Dunkin will continue his 
store at the former address, 58 N. 
Main St., which will now be known 
as Dunkin’s Hall of Cards, and will 
feature Hallmark greeting cards. 

= LeRoy’s Jewelry Co., Ine., has 
opened a new store at 117 S. Main St. 
in Mt. Vernon, Ohio. Lyle Crouthers 
is manager. 

» Ann Sabo has been appointed of- 
fice and credit manager of the new- 
est branch store of Rogers & Co. of 
Columbus, Inc., in the Great Southern 
Shopping Center, Columbus, Ohio. 
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=e The Kansas Retail Jewelers Fair 
Share membership drive for 1958 is 
under way. Many members have al- 
ready sent in dues. 

es Oliver J. Mennemeyer, store owner 
of St. Louis, Mo., recently remodeled 
his Arcade Building space. 

w Nielsen Jewelry in Laurel, Neb., 
has closed out its business, and is 
being moved to South Dakota. 

=» The executive committee of the 
Nebraska Retail Jewelers Association 
met recently at the Cornhusker Hotel 
in Lincoln to discuss plans for the 
March 15-16 annual convention in 
Hastings. Present were Al Myers, 
Elton Combs, Rick Shalberg, Lloyd 
Lockwood, D. D. Kirkman and Tom 
Davies, RJA president. 

es New officers have been elected for 
1958 by the Kansas Gem Society. 
They are: Bruce Bunk, president; 
Clarence Burris, vice-president, and 
Charles Good, secretary-treasurer. 

# Al Lordo, formerly of A. Lordo 
Jewelry in St. Louis, has joined 
Arnold’s Jewelers, Inc., 302 N. 6th 
St., St. Louis. 

#» The electronics division of Elgin 
National Watch Co. has established 
new national headquarters in the 
firm’s former military fuse plant at 
Elgin, Ill. 
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Home Office and Showroom 
72 Madison Avenue 
New York 16, N. Y. 


WRITE OR CALL FOR OUR NEW CATALOGUE 





More Profits for You! ! 


Stanley & Stanley, long a recognized leader in the manu- 
facturing of quality personal leather goods otters you, 
the Retail Jeweler, ‘More Profits In 1958." 

With our system of manufacturing, close quality contro! 
and friendly sales staff, you no longer have to carry 
large stocks of leather goods 
filled. Our new catalogue K2 will be forwarded at your 


STANLEY & STANLEY 


MANUFACTURERS AND CREATORS OF QUALITY LEATHER GOODS 
VISIT OUR SHOWROOMS 


orders are promptly 


Los Angeles, Cal., Showroom 
712 South Olive Street 
Room 406 
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A Thoughtful Gift 


Leonore Dos- 

kows Prayer 

Book Marker 

with — sterling 

cross or Star 

of David and 

3 sterling ini- 

tials attached 

by a satin rib- af ' 

bon. Ribbon in & 

red, black, . 

white or pur- 

ple. One of 

our most want- 

ed items. $4.00 

Retail. 

New York Gift Show, 
New York Trade Show Building, 
Room 605 


LEONORE DOSKOW, Inc. 


MONTROSE NEW YORK 











HEADQUARTERS 
for Nationally 
Known Lines 


our own building with Greater 
Facilities for Better Service 


U S TIME ALVIN 
SEMCA EVANS 
INGRAHAM SCHICK 
DESO E NARDIN WESTINGHOUSE 
DELTAH SPEIDEL DORMEYER 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Cotalog Twice Yearly ® Ask for Yours Today 


JOSEPH HAGN COMPANY 
Wholesalers Since 19117 
325 West Madison Street, Chicago 6, Illinois 


\ YF’ Porpoise I 
Jaw 
The BEST for 
Watches and Clocks 


WEST BEND 





WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


CAA Ll hicla:| 








are _ Manufacturers FINE POCKET KNIVES 


Oro” Rie 


Leather 
Accessories 


THE JEWELRY & CUTLERY NOVELTY CO. 


North Attleboro @e Massachuestts 
Through Leading Wholesalers 











Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 





@ Fox’s, Inc., 111 Huron Ave., Port 
Huron, Mich., has reopened after 
seven months of remodeling. 

# The Detroit Jewelry Sales Associ- 
ates have elected Phil Rothschild of 
Shwayder Bros. in Denver its presi- 
dent for 1958. He succeeds Irv Segal. 
Other new officers are: George D. 
Cohen of A. Cohen & Sons, vice-presi- 
dent; Leonard Brown of LeCoultre 
Watch, secretary, and Herb Segal of 
A. Segal & Sons, treasurer. 


e The Chicago Jewelers Association 
held its 84th anniversary banquet 
Jan. 11. President Alvin Lauschke 
reviewed the objectives and ideals of 
the association: Mutual trust, honest 
dealing, faith in our products and 
principles, fairness with those whom 
we serve and toward those with whom 
we work. “All those ideals of the Chi- 
cago Jewelers’ Association are goals 
toward which our membership have 
untiringly worked,” he said. 





THE 


ws William Wilson, associate of H. L. 
Lang & Co. in Staunton, Va., ad- 
dressed the Young Men’s Civie Club 
Dec. 10 on the subject of diamonds. 

se Means of improving the services of 
retail jewelers and ways to eliminate 
deceptive advertising were discussed 
at a meeting of the Georgia Watch- 
makers and Jewelers Guild, Inc., held 
Dec. 1 in Macon. Some 200 members 
attended the meet, presided over by 
James B. Echols of Tifton, group 
president. 

es Clements Jewelers opened at its 
new location, 225° Broadway in Padu- 
cah, Ky., on Dec. 6. 

s Christmas bonuses totaling $35,000 
were distributed to the 600 employees 
in Gordon’s Quality Jewelers’ 45-store 
chain during Christmas week. 

es P. Krauss, Inc., of Lafayette, La., 
celebrated its 60th anniversary re- 
cently. It is Lafayette’s oldest 


jewelry store. 


s James F. Newton, manager of 
Walter R. Thomas Jewelers in Rome, 
Ga., has been elected president of the 
Rome Merchants Association. 

ws Bruegger’s Jewelers, a new store, 
has opened at 604 Orange Ave. in Ft. 
Pierce, Fla. Owner is Paul Bruegger, 
who also operates Orange State Jewel- 
ers in Ft. Pierce’s Arcade Building. 

es The Central Florida Watchmakers 
Guild met recently in Orlando. Dis- 
cussed was the new state law which 
as of Dec. 6 requires all watchmakers 
to have an operating license. 

e Weatherman Jewelers, a new 
store, opened recently at 132 5. Cen- 
ter St. in Goldsboro, N. C. Owners 
are Mr. and Mrs. W. W. Weatherman. 
s Wilson Jewelry Co. in Dallas, Ga., 
has been sold by Bill Wilson to Bill 
Sheppard, president of Friendly 
Jewelers, Inc., in Marietta. 

s John C. Mullis has been elected 
vice-president of Fink’s of Staunton, 
Inc., in Staunton, Va. 

a The officers of the Florida State 
Watchmakers Association for 1958 
are: Harold L. Van Landingham of 
Tampa, president; Gordon M. Gamble 
of St. Petersburg, first vice-president; 
Edward Kennedy of Miami, second 


SOUTH 


vice-president; Thomas Ithier of Or- 
lando, third vice-president, and Paul 
Myers of West Palm 
tary-treasurer. 

# Bob Frank and Jerry Simon have 
opened their store, Bob & 
Jerry, Jewelers, at 336 Granby St. in 
Norfolk, Va. Store manager is Sell- 
wyn B. Heller. Frank and 
also operate Rogers Jewelry Co. in 
Norfolk. 

e Caldwell Day of Winston-Salem 
was sworn in Jan. 9 as 1958 president 
of Winston-Salem Watchmakers 
Guild No. 158. 

® Remus Warren Thompson, man- 
Friedman's Macon, Inc., Ma 
con, Ga., was awarded a gold watch 


Beach, secre- 


second 


Simon 


ager of 


for 20 years of service with the com 
pany. 

es Fox Jewelers of Beaufort, S. C.., 
sponsored a fashion show for the of- 
ficers’ 
Island recently. 

es City Luggage & Jewelry Co., Or- 
lando, Fla., has moved from 2 W. 
Church St. to 54 N. Orange St. Sand 
“Buddy” Kottleman is the new 
owner and operator since the retire- 
ment of his father. Aaron Weiner 
the manager. 

e Mr. and Mrs. Julian Ogden of Tic- 
Toc Jewelry Shop, Loudon, Tenn.,. 
won an expense paid trip to New Or- 
leans, plus tickets to the Sugar Bow! 
game, at the annual banquet of the 
Southern Jewelry Travelers Associa- 
tion, Ine. 

ws Shively’s Jewelers, Campellsville, 
Ky., celebrated its 50th anniversary. 
es The University of Mississippi in 
cooperation with the Mississippi Re- 
tail Jewelers Association held a 
jewelers’ management conference on 
Jan. 26-27. Speakers were: Jack J. 
Felsenfeld, president of Jack J. Fel- 
senfeld, Inc., New York; Henry H. 
Harteveldt, Jr., president of Henry 
H. Harteveldt Co., New York; Arnold 
A. Schiffman, president of Retail 
Jewelers of America; Charles 5S. 
Telchin of Telchin & Campanella Ar- 
chitects, New York, and Richard E. 
Westervelt, School of Retailing, New 
York University. 


wives luncheon at Parris 


ers 
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= Jon I. Gard, a jeweler of Fairview, 
Okla., was elected president of the 
kairview Chamber of Commerce. Mr. 
Gard is a past commander of the 
American Legion Post and past presi- 
dent of the Lions Club of Fairview. 
s The TOLA Tumbleweeds will hold 
its annual cocktail party and recep- 
tion at the Baker Hotel, Dallas, on 
Feb. 16. 

ws l'ed Knoop, executive secretary of 
the Oklahoma City Retail Merchants 
Association, was principal speaker at 
the Houston Regional Luncheon Meet- 
ing of the Texas Retail Jewelers As 
Jan. 28. Mr. Knoop was 
instrumental in getting the bill to 
discount houses and industrial 
selling in Oklahoma through the Okla 
homa Legislature. Other 
were: Myron Everts, past 
of ANRJA and the Texas RJA, and 
Dell Sheftall, chairman of the legis 
lative committee of the Texas RJA. 


sociation on 
stop 


speakers 
president 


es Shaw Jewelry Co., Inc., opened its 
20th store in the Oak Cliff section of 
Dallas. 

es Westview Village Jewelers opened 
in Waco, Tex. 

e Fred E. Lerch held the formal 
opening of his jewelry store at 118 S. 
Chadbourne St., San Angelo, Tex. 

es Jack Fields opened a store in Port 
Lavaca, Tex. 

e M. V. Waterfield, owner of the 
Brookside Jewelry Store, Tulsa, Okla., 
awarded the Diamond Cer 
the Gemological Institute. 


has been 
tificate of 


e Watchmakers Guild ?1 of the 
Texas Watchmakers Association has 
been formed in Lufkin, Tex. William 


Pollard is acting president and Elvin 
Williams acting secretary-treasurer. 


es The Eastern Regional Texas 
Watchmakers’ Association will hold 
its annual convention Mar. 8-9 at 


the Angelina Hotel, Lufkin, Tex. 

» The Texas Watchmakers will hold 
their annual convention June 7-8 at 
the Shamrock-Hilton Hotel, Houston. 
s Malcolm Rubin has been appointed 
salesman for the Fred Swartz & Co. 
jewelry firm in Dallas, Tex. He will 
serve the Dallas-Fort Worth area. 

ws Garber’s Gem Shop, a diamond im- 
porting firm, opened at 418 D Ave., 
Lawton, Okla. 

e The Oklahoma RJA will hold its 
annual convention Mar. 22-23 at the 
Skirvin Hotel, Oklahoma City. Floyd 
L. Kelly of Weatherford is president 
and E. T. Tucker of McAlester is sec- 
retary-treasurer. 

=e Elmer E. Present, president of 
Daniel’s Jewelry Co., Tucson, Ariz., 
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SOUTHWEST Lil 


has been named Tucson’s Man of the 
Year. Selection was based on the ac 
complishments of the recipient during 
the year 1957. 

@® LeRoy’s Electra, 
Tex., has moved to a larger location. 
es The C. E. Ross jewelry store at 414 
N. Stanton St., El Paso, Tex.. was 
purchased by H. E. Miller, formerly 
of San Juan, Tex. 


Jewelry Store, 


# The board of directors of Tola 
Tumbleweeds, regional travelers as- 
sociation, held a luncheon business 
meeting Dec. 11 at the Hotel Adol- 


phus in Dallas. Plans were laid for 
the Tola cocktail party and reception 
Feb. 16 during the Dallas jewelry 
and gift shows, and for the group’s 
semi-annual meeting in Dallas Feb. 
20. 

Inc., of Tulsa, 
Okla., has opened a branch store at 
Northland Shopping Center, 36th St. 
N. and Hartford. 

# Tulsa’s unit in the 87-store Zale 
Jewelry Co. has moved from 3rd and 
Main to handsome quarters in the 
Ault-Kirkpatrick building. 

= Price’s Jewelers has opened at 823 
Indiana St. in Wichita Falls, Tex. 
Sarnett Price is president. 


® Peacock Jewelers, 


# Daniels Jewelry Co., Inc., has re- 
opened after remodeling at 210 Main 
St. in Yuma, Ariz. 


s Frederick Fisher’s, a new store, 
has opened at 143 N. Stone Ave. in 
Tueson, Ariz. Owners are Mr. and 
Mrs. Frederick Fisher. 


=» New name of the former Highland 
Village Jewelers is Robert E. Corri- 
gan, Jeweler, Inc., of 4050 Westhei- 
mer in Highland Village. Move was 
made to acquire more display space. 
Robert E. Corrigan heads the staff. 

= Employees of Zale Jewelry Co’s. 
18-state operations shared in a $125,- 
000 Christmas bonus, largest in the 
firm’s 33-year history. Zale’s daily re- 
tail sales record was toppled on Dec. 
21, when a brimming-over $1 million 
worth of goods was sold. 

= Kruger Jewelry Co. at 801 Indiana 
St. in Wichita Falls, Tex., has opened 
a branch store in suburban Parker 
Square. C. W. Scott, Jr., is manager. 


= The Texas Retail Jewelers Associ- 
ation held the first of a series of re- 
gional meetings Jan. 28 in Houston, 
to tackle the problems posed by dis- 
count house competition and by al- 
leged wholesale mail order houses. 
The Watchmakers of Switzerland 
presented a special program at the 
meet. 

















MR. HAROLD KLEIN 


Announces 


That he has become an equal part- 
ner in the Company formerly known 
as Murray Perkel & Company Inc. 


The new firm will continue to serve 
their customers from the same ad- 
dress and with the same facilities 
as they have for the past quarter 
of a century. Both Mr. Perkel and 
Mr. Klein will be calling on their 
customers with a re-styled line of 
fine diamond rings and mountings 
about February Ist. 


lf they can be of service to you be- 
fore then 








Write, wire or phone 


PERKEL & KLEIN INC. 


Manufacturers 


DIAMOND RINGS and MOUNTINGS 
10 West 47 Street New York 36, N. Y. 
JUdson 2-2328 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 1G, N. Y. 
AL. 4-0104 














WEDGWCOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, efc 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 















TRAFFIC BUILDING 
WINDOW PIECE 


$3001: 7 Jewel 


Clock, Electronic split second accuracy, 


Junghans Transistor 


anti-magnetic, anti-climatic. A scien- 
tifie wonder. Brass case, raised gilt 


figures on silver dial. Operates 5 years 
on flashlight Retail, $39.95. 
#7787, Same, battery operated without 
Retail, $29.95. 


battery. 


jewels or transistor. 
Write Today for New Catalog 


Henry Coehler Co. 


102-5th Avenue, N. Y. 11, N. Y. 





U pil nt 


alive with 
el er-tihay 


Bala 


beauty and 
esa lit- tale —me- tae | 
aglele(-ia-0¢_e =) 8 1e— 


U (\ 


1311 LOMBARD \ STREET. 
PHILADELPHIA 47, PA. 





WEST COAST 


e Kay Jewelry Co., Inc., wil open a 
branch store in the Valley Fair Shop- 
ping Center, San Calif., in 
March. 

s Berthold 
store at 1515 
Wash. 

# Burt’s Jewelers, Inc., opened an- 
other store at 4534 University Way, 
Seattle, Wash. Stan Bender is man- 
ager. 

es William A. Gibson, jeweler of Es- 
eondido, Calif., has remodeled his 
store. 

# Russell G. Frey sold the Campbell 
jewelers in San Jose, Calif., to R. C. 
Wilson. 

es Son & Prins Co. of California, Inc., 
Los Angeles, a subsidiary of Son & 
Prins Co., Ine., Chicago, moved from 
220 W. Sth St. to larger quarters at 
148 S. Hill St. Herbert M. Wolf con- 
tinues as Manager. 


Jose, 


Block opened a jewelry 
Fifth Ave., Seattle, 


es New members of the Jewelers 24- 
Karat Club of Southern California 
are: Michael Birnbaum of Michael! 
Birnbaum & Bros.; Hy Diamond; Bill] 
Morris of Morris Credit Jewelers: 
Dave Kaufman, manufacturers’ rep- 
resentative; David Notkewitz of Not- 
kewitz & Co.; W. E. Reeves of Elgin 
National Watch Co.;: Eugene Roder- 
ick of Gemex Corp.; Martin Rudolph 
of Nadelle’s; Irwin Sarin of Scott 
Jewelers, Inc.; Louis Slomiak of M. J. 
Lampert & Sons; Henry Schwartz of 
Empire Jewelry Co.; L. E. Schwartz- 
mann of Rhodes Jewelers, and 
Kugene Sugarman of Eugene’s Jewel- 
ers, Inc. 

# California RJA directors held a 
special meeting to discuss affiliation 
with the Retail Jewelers of America. 
=» Ben Levitt, a jeweler of San Fer- 
nando, Calif., remodeled his store. 

# Goodman Jewelers opened a store 
at 3940 Main St., Riverside, Calif. 
The chain now totals five stores in 
Minnesota and four in California. 
Louis Kronenberg is manager of the 
new store. 

es Joseph Kauffman Neeley’s 
Jewelers, Inc., of Fresno to Leo P. 
Michaelides and George Gross, Jr. 

# Bud Sheldon and Sid Smith opened 
Sheldon’s Jewelry at 127 E. Vista 
Way, Vista, Calif. 

es J. R. La Notte and A. 
opened Lane’s Fine Jewelers at 
Fulton St., Fresno, Calif. 

s Fred H. Downs, formerly of Monte- 
bello, Calif., opened Downs Jewelers 
at 402 S. Myrtle Ave., Monrovia, 
Calif. 

» Handy & Harman, Inc., Los An- 
geles, precious metals and refiners, 
has opened a larger plant at 33 N. 


sold 


P. Yordon 
1236 


Gibson Rd., El Monte, Calif. This is 
the company’s fifth plant. 

a Newly elected officers of the South- 
ern California Guild of the American 
Gem Society are: president, Bain 
Alexander of Van Deusen’s Jewelry, 
Santa Ana: vice-chairman, George 
Finley, Jr. of Finley’s, Compton; sec- 
retary-treasurer, George B. Curry of 
Ear! M. Wilkinson, Inc., Pomona; and 
assistant program chairman, James 
Coote of Donavan & Seamans 
Inc., Los Angeles. 
® Richard Weis, 
manager for the Lang Jewelry Co., 
has moved from 1525 Ninth Ave. to 
1132 Kirkham St., San Francisco. 
Elgin National 


Co., 


California sales 


» Dedication of 
Watch Co’s. new micronics division 
research center in Chatsworth, Cal., 
took place Dec. 10. Highlight of the 
ceremonies was the enshrinement of 
a 25-year capsule containing nuclear 
and electronic devices and a copy of 
the front page of the Dec. 6 edition 
of the Los Angeles Times. A special 
clock in the capsule will tick once a 
year, and spring open the capsule 
after 25 ticks. 

es Emery’s Jewelers has moved to the 
Orangefair Center in Fullerton, Cal. 
Owner Emery Ferency also operates 
the jewelry department of the May- 
fair Market in La Habra. 

a The display window of Weisfield’s 
Inc. in Spokane, Wash., provided 
passersby novel entertainment re- 
cently. In the window for one week 
was New York diamond _ cutter 
Morris Gladstein, demonstrated 
diamond-cutting. 


who 











Chatham Research Laboratories 
70—i4th St.. San Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 








THINNEST AUREOLE 


Wafer-thin, 18K gold 
electronically-tested timepieces 
of elegant simplicity 
and faultless accuracy. 

17 Jewels 
Unbreakable Mainspring 
WHEREVER FINE WATCHES ARE SOLD 


iecs 580 FIFTH AVE., NEW YORK 36, N. Y. 
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Executive 





Appointments 








Edmond A. Blanc has been ap- 
pointed vice-president of the 
American Lip Corp., U. S. branch 
of Lip Watches of France. 
Durand B. Blatz has been ap- 
pointed controller and assistant 
treasurer of International Silver 
Co. 

Glen E. Davidson has been ap- 
pointed merchandising manager 
for W. A. Sheaffer Pen Co. He 
had been Western sales manager 
for the pen firm. 

Albert M. Dunkel has been named 
general manager of the newly- 
created Hadley division of Elgin 
National Watch Co. Hadley man- 
metal attach- 


ufactures watch 


ments. 


Lee Moss 


Lee Moss has been appointed di- 
rector of marketing for Landers, 
Frary & Clark, manufacturer of 
Universal household helps in New 
Britain, Conn. He will vacate his 
position as vice-president and 
sales manager of the firm’s vac- 
uum cleaner division. Moss began 
with Landers in 1922. He was 
made vice-president in 1954. 
William R. Entrikin has been ap- 
pointed general sales manager for 
Elgin National Watch Co.’s elec- 
tronics division. 

Harold Klein has become a part- 
ner in the firm of Perkel & Klein, 
Inc. (formerly Murray Perkel & 
Co., Ine.), in New York. Klein 
was previously associated with 
M. W. Schiffman & Co., New York 
diamond merchants. 


Donald W. Leach has been named 


FFBR ARY 1958 


Director of Marketing for Wal- 
lace Silversmiths. Leach was as- 
sociated with W. A. Sheaffer Pen 
Co. for 18 years. 

Russell L. W. Castaline has been 
named vice-president and director 
of sales for Brite Manufacturing 
Co., Providence, R. I., maker of 
watch bands and costume jewelry. 
He will head the firm’s advertis- 
ing activities. 

John S. O'Connell returns. to 
Towle Manufacturing Co. as a 
consultant. He was former Towle 
vice-president. 

George Schonberg has been named 
treasurer of Waltham Watch Co. 
He had been a partner in the New 
York accounting firm of Jacob 
Harrison & Co. 

Harry B. Whitehead has _ been 
appointed vice-president for con- 
sumer products of General Time 
Corp. 

Harold F. Ray has been appointed 
financial staff assistant to Dr. 
Leopold Eckler, general manager 
of Ansco, Inc. Ray’s duties will 
include major economic studies of 
long-term 


short- and business 


ventures. 


Mrs. Lore Sandoz 


Mrs. Lore Sandoz has been elected 
a director of the Bulova Watch 
Co., Ine. Mrs. Sandoz has been 
with Bulova since 1927; she is 
general manager and director of 
the firm’s watch production facili- 
ties in Bienne, Switzerland. Mrs. 
Sandoz is responsible for the de- 
velopment of Bienne 
plant, an ultra-modern manufac- 
turing facility. 


Bulova’s 


RACINE 


Since 1890... 
Sports and Industry 


have relied on 


wldhi: 


for the finest in 


TIMERS 


Press Z 
A 
2 





. 


FOR SPORTS 


( THROUGH YOUR WHOLESALER } 


Write for the Latest 


RACINE CATALOG 
JULES RACINE & COMPANY, INC. 


Spex olis?s in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36. N. Y 











BABY SHOE BRONZING 
MEANS EXTRA PROFITS! 


SR RIE HAE KANT? mene 


THIS DISPLAY IS ALL YOU NEED 
Here's one line that makes year-in and year- 
out profits WITHOUT a penny's investment in 
merchandise. The 4 million new mothers of 


1957 will be looking to their favorite jewelers 
for America's most beautiful baby shoe plat- 
ing in 1958. 
tradition. 
CASH IN ON BIG FATHER'S 
DAY DEMAND 


The Origsmal i 
BRON Z SHOE 


Bronzing has become a family 


MAGATINE 





FREE MINIATURE BRONZE pal 
an exact rer 


Mt ng an +. 











The BRON-SHOE Co. 


262 E. Broad St., Columbus, Ohio 














Sh hl hn hb i bn in i bn in bn in bn in bn id 


BUY DIAMONDS DIRECT 
FROM LEADING N. Y. DIAMOND 
CUTTER & MAKE MORE PROFIT 


WE SPECIALIZE IN STONES 
¥4 CARAT AND UP—ALL SHAPES 
WE SHIP TO YOU ON MEMORANDUM 








OLD MINE DIAMONDS AND 
BROKEN STONES BOUGHT 
RE-CUTTING FOR THE TRADE 
YOU PAY ONLY WHEN YOU SELL. 





BANKING REFERENCES UPON REQUEST 


JACK BLAUWEISS 


Est. 1915 
Plaza 7-2413 
22 W. 48th St. New York 36, N. Y. 
AAA AAAAAAAAAAAAAAAAAAAAAD 











JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, WN. Y. 
Ju 6-0697 











> 

Watches Wanted — Any Make or Age 
Highest prices are paid for Antique 
Jewelry, Platinum, Diamonds, Sterling. 
Package kept aside 10 days, subject to 
your approval of our remittance. 

Reference: Dun & Bradstreet. 

ANTIN’S, 114 Baronne Street 

New Orleans 12, La. 





Coming Events 


Ee & Vv A RR FT 


1—- Boston Jewelers Club annual 
banquet, Hotel Statler. 
2-5—Buffalo Gift Show, 

r, Buffalo, N. Y. 

2-5—Hotel Lafayette Gift 
Hotel Lafayette, Buffalo. 

2-13—Chiecago Gift Show, Palmer 
House and LaSalle Hotel. 

2-14— Merchandise Mart China, 
Glass and Gift Market, Merchandise 
Mart, Chicago. 

9 —. Horological 
York, joint 
In conjunction with the Horological 
Institute of America, and with the 
cooperation of the Watchmakers of 
New Jersey, Hote] New Yorker. 

J-12—Svracuse Gift 
Onondaga. 

9-12——_China, 


Hotel Stat- 


Show, 


New 


banquet and convention, 


Society of 


Show, Hotel 
Glass and Gift Show, 
Public Auditorium, Benson and Plaza 
Hotels, Portland, Ore. 

16—Tola Tumbleweeds semi-a 
Baker Hotel, 
Louis Gift 
Statler, St. Louis, Mo. 

16-10 Cleveland Gift 
Hollenden, Cleveland, (), 

16-19—Cotton States Gift, 
and Stationery Show. Pea hody 
Memphis, Tenn. 

16-19 Minneapolis China, 
and Gift Radisson Hotel, 
neapolils. 

16-19 


nnual 
T , re 2 
Dallas, Tex. 


Hotei 


recept Ion, 
16-18—St. Show, 


Show, Hotel 
Jewelry 
Hotel, 


Glass 
Show, Min- 
China, 
Auditor- 
Washington 
Building, 


Northwest 
Glass and Gift Show, Civic 
ium, Olympic and New 
Hotels Terminal Sales 
Seattle. 


16-20 


Pacific 


Dallas Gift Show, 
Baker Hotel, Santa Fe Bldg., Mer- 
chandise Mart Building, Dallas Mu- 
nicipal Auditorium, Dallas, Tex. 

16-20 — Dallas Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

23—TIllinois RJA annual convention, 
Hote! Leland, Springt field. 

3-24 — Pacific Northwest Jewelers 
Aeesstationn convention, Multnomah 
Hotel, Portland. 

93-25—Original] 


Davenport 


-Orig inal 


Inland Empire Gift 
Show, Hotel, Spokane, 
Wash. 

23-25—Omaha-Midwest Gift 
Paxton Hotel, Omaha, Neb. 

23-26—Ohio State Gift Show, 
Deshler-Hilton, Columbus. 

93.98 New York Gift Show, Hotel 
New Yorker and N. Y. Trade Show 


Building. 


Show, 


Hotel 


M A R C 4H 
2?-5—Denver Gift Show 
Hotel Albany. 

2-6 Detroit Gift Show, Hotels 
Statler and Sheraton - Cadillac, De- 
troit. 

9-13— Boston 
ler. 

15-16—Nebraska RJA convention, 
Clarke Hotel, Hastings, Neb. 


(Spring), 


Gift Show, Hotel Stat- 


16-19 - 
Hote! 


+)» 


Indianapolis Gift Show, 
Claypool, Indianapolis. 
Manufacturing Jewelers & Sil- 
versmiths of America, Inc., annual 
Hotel Statler, Boston. 
Philadelphia Gift 


Hote! 


banquet, 
23-26 Snow, 


Benjamin Franklin 


A P R | L 
11-20—Wa 
tional 
Armory 
Wash. 
2-13—Kansas RJA annual 
tion, Allis Hotel, Wichita. 
15-14—-Alabama RJA 
vention, Thomas Jefferson 
mingham. 
20-21 
joint annual 
House, Cl 


Interna- 
Guard 
Seattle. 


State 
Nationa! 
Hotel. 


shington 
Trade Falr, 
and Olympic 


CONnVEH)- 


annual COTi- 
Hotel, Bn 
South Carolina-Georgia RJA 
convention, Clemso 
emson, S. C. 
Maryland - Delaware - Dis- 
Columbia Jewelers Associa 
tion annual convention. 

27-283—New York RJA annual con 
Hotel Mark Twain, If 
Wisconsin RJA annual con- 
Hotel Pfister, Milwaukee. 


ry OD 


am 6 _ 


trict of 


vention, imira. 
7 +) 
21-SO 


ventior : 


MA Y 
United Jewelry Show, 
Providence, R. 4 
World Trade 
Fair, Coliseum, New York. 

18-23—New York Stationery Show, 


Hotel New Yorker. 


Shera- 
ton-Biltmore Hotel. 
7 Second U. 8 


J U N E 
1-6 National Wholesale Jewelers 
annual convention. Shel- 
Atlantic City. 


Association 
bourne Hotel, 


L Y¥Y 


Southern 


J U 
20-23 Annual 
Show, Atlanta. 
27-31—Retail Jewelers of 
Chicago convention and trade 
Conrad Hilton Hotel. 


Jewelry 


America, 
show. 


A U G U § T 

10-14—Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

24-26 Pennsylvania RJA 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 

24-27—Ohio State Gift Show, Hote! 
Deshler-Hilton, Columbus. 

29-31—-United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—-Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 4 Detroit Gift Show 
(Fall), Hotels, Statler and Sheraton- 
Cadillac. 


annual 


S E P T E M B €E R 

6-10 Show, Hotel 
Statler. 

13-14 
vention, 
City. 


Detroit Jewelry 


RJA 
Hotel, 


annual con- 


Jefferson 


M issourl 
(,overnor 
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Obituaries 











J. J. Alexander, 69, retired jew- 
elrv manufacturer of New York 
died Nov. 22. 
Henry Cyrus Arnold, 77, salesman 
for Metz Refining Co. in Newark, 
N. J., died Dec. 20. His wife, a 
daughter, and a son survive. 
Walter A. Blankfort, 59, 
and president of Walter A. Blank- 
fort, Ine., New York wholesale 
jewelry firm, died Dec. 31. 
a vice-president of the Sterling 
National Bank & Trust Co. His 
wife and two sons survive. 
Frank A. Blasi, 72, 
Barrasso & Blasi, Inc., 
maker of 


and Jersey City, 


founder 


He was 


founder of 
New York 
gold and_=e religious 
died Jan. 4. His 
and two sons survive. 

Alfred G. Cottet, 61, 
watchmaker and jeweler of 
Ohio, died Nov. 17. 
He is survived by a daughter and 


jewelry, wife 


retired 
Springfield, 


a Son. 

Ernest A. Edele, 66, 
craftsman’s union official and re- 
tired jeweler of St. Louis, Mo., 
died Nov. 16. His wife 
Harry D. Fry, 50, jeweler of Hun- 
died Nov. 20. His 
sisters and four broth- 


jewelry 


Survives. 


tingdon, Ind., 
wife, five 
ers survive. 

Gerber, 71, prominent 
jeweler of Jeannette, Pa., died 
Nov. 19. He is survived by his 
wife. 

Samuel H. Goldfarb, 62, president 
und manager of the Goldfarb Gift 
Shop, 1488 Pitkin Ave., Brooklyn, 
died Dec. 20. He is survived by 
his wife, a son and a daughter 
David Gorman, 65, long-time New- 
ark, N. J., jewelry salesman and 
manufacturer, died Dec. 29. His 
wife and a son survive. 


George A. 


Selig Gross, 63, Canadian diamond 
merchant and wartime director of 
diamonds for the Wartime Prices 
and Trade Board in Canada, died 
Dec. 16. His wife, a daughter and 
a son survive. 

Herman Hammersmith, 87, 
eler and watch repairer for 57 
vears, and official watch inspector 
for railroads serving Milwaukee, 
died Dec. 3. His daughter and a 
son survive. 


jew- 


0, retired jeweler 
died Dec. 7. His 


Irving Harris, 7 
of Newark, N. J., 


wife and a brother survive. 

Benjamin Kramer, retired jewelry 
store owner of Erie, Pa., died Dec. 
13. His wife and a son survive. 
Roger Kraut, 79, retired long-time 
jeweler of Doylestown, Pa., died 
Nov. 18. He is survived by his 
wife, two daughters and a son. 
Mack H. Levy, 76, president of 
Levy-Wander, Inc., New York dia- 
mond merchants, died Jan. 2. His 
wife and two daughters survive. 
Claude 
owner of 


Lewis, 86, jewelry store 
Long Beach, Cal., and 
former Long Beach city manager, 
died Dec. 26. His son now man- 
ages the store. 

Arthur H. Link, 64, 
mond setter for Wefferling-Berry 
Co., Newark, N. J. jewelry manu- 
facturing firm, died Dec. 17. He 
is survived by his wife and a son. 
Sidney Lisner, 73, board chair- 
man of D. Lisner & Co., New York 
manufacturer and importer of cos- 
tume died Jan. 4. He was 
active in this firm, his father 
His daugh- 


former dia- 


jewelry, 


founded, for 50 years. 
ter survives. 

Arthur E. Manheimer, 69, retired 
president of the Hampden Watch 
Co. and a former president of the 
National Wholesale Jewelers As- 
died Dec. His wife, 
two sons and a stepson survive. 
Earl E. Marshall, 73, former presi- 
dent and board chairman of C. & 
E. Marshall Co. in Chicago, died 
Dec. 9. He was a past president 
of the Chicago Jewelers Club, and 
member of the Medinah 
His wife, two 
brothers sur- 


sociation, 


was a 
Shrine in Chicago. 
sisters and three 
vive. 

Mitchell, 61, retired 
owner of J. L. Mitchell Jewelry 
Co. in Houston, Tex., died Nov. 
15. His wife, a daughter, a son 
and a stepdaughter survive. 
Frank G. Rifas, 59, president of 
the Chicago wholesale jewelry 
firm bearing his name, died Dec. 
16. His daughter and a brother 
survive. 

Henry Joseph Rochier, 72, former 
and engraver of Fayette- 
died Dec. 9. His wife, 
and three sons 


Jerry A. 


jeweler 
ville, Ark., 
four daughters 
survive. 

Harry Tokars, 76, jewelry sales- 
man for 30 years for Rudolph 
3ros., Inec., in Rochester, N. Y., 
died Nov. 24. Two sons survive. 
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ACCEPTANCE CORP. 


60 East 56th St., WY: 22, WY. 
PL 4-1177 
LEWIS R. EISNER, V.P. 
IN CHARGE OF 
NEW 


BUSINESS 


FOR ANY 
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BUSINESS — 
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PRECIOUS STONES 


Fine Emeralds 
Rubies 
Sapphires 
Catseyes 

Black Opals 


In every shape and quality 


MARTIN |. HARMAN 


10 W. 47 St., N. Y. 36, N. Y. 
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THINNEST AUREOLE i 


Wafer-thin, 18K gold 
electronically-tested timepieces 
of elegant simplicity 
and faultless accuracy. 

17 Jewels 
Unbreakable Mainspring 
WHEREVER FINE WATCHES ARE SOLD 


WATCH 
UREOL CORP. 


Sscs_ 580 FIFTH AVE.. NEW YORK 36, "7 Y. 














Personnel 











Bernard Kramer has been elected 
vice-president of Emil Mogul Co., 
Inc., advertising agency. Mr. Kramer 
was actively engaged in jewelry ad- 
vertising from 1946 to 1955 when he 
operated his own 


York. 


agency in New 


Robert B. Baer has been named 
director of sales for the Enesco Im- 
ports division of N. Shure Co., Chi- 
cago importing firm. He will have 
charge of national and international] 


WAIC 
SALESMAN 


sales and will call on accounts in Min- 
nesota, Wisconsin and Michigan. Mr. 
Baer was formerly vice-president and 
sales manager of Dexter-Mahnke, 
Inc., giftwares manufacturer. 


m wi 


Robert B. Baer David Oren 


Exeellent territories 


open for 2 aggressive salesmen. 


Ohio. Michigan, West Virginia 


and Western Pennsylvania 


are available. 


Only men with experience 


and following among 


retail jewelers should apply. 


All replies will be held 


in strictest confidence. 


CROTON WATCH COMPANY 
104. Fourth Avenue. New York 16, N. Y. 


David Oren has returned to his for- 
mer position as sales representative 
for Karlan & Bleicher, Inc., and their 
subsidiary, Falcon Stone Ring Mfg. 
Co., Inc. He was absent for one year. 
Mr. Oren will again call on manufac- 
turers and wholesalers of rings in the 
Western and Southwestern territory. 


Joseph W. Strauss has been ap- 
pointed a field salesman in the Ham- 
ilton Watch Co.’s sales division. A 
veteran in the watch-selling field, he 
will cover Connecticut and Rhode 
Island. 


Joseph W. Strauss Richard !. Cohen 

Richard Ira Cohen has been ap- 
pointed sales representative for 
K. Polishook & Son Corp., New York. 
Mr. Cohen will cover Illinois, Indiana, 
Wisconsin, Minnesota, Iowa and Mis- 
souri. He was formerly associated 
with Longines-Wittnauer Watch Co., 
Inc., Flex-Let Corp., and Warren 
Watches. 


Mitchell “Micky” Teeman has been 
appointed West Coast representative 
for Goldstein-Gerson. Mr. Teeman, 
who is familiar to West Coast jewel- 
ers, will concentrate his attention on 
leading wholesalers, bringing them 
the firm’s new mounting line. 


""Micky'’ Teeman Lawrence G. Ascherman 

Lawrence Gerald Ascherman has 
also joined Polishook. He will cover 
Michigan, Ohio and Western Pennsyl- 
vania. Mr. Ascherman has been asso- 
ciated with L. Luria & Son, Inc., J. J. 
Schmukler & Son, A. Woronock & Son 
and Chas. Ascherman & Co. 


Norman S. Zimring and Robert 
Burkinshaw have been named sales 
representatives for Crown _ Silver, 
Inc., manufacturers of sterling silver 
hollowware and other silver fines. Mr. 
Zimring will cover Texas, Oklahoma, 
Louisiana and Arkansas; Mr. Burkin- 
shaw will cover the New England ter- 
ritory. 
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Manufacturers’ 


N CWS of Produets and Promotions 





Kreisler Has New Showcase 
For Displaying Watchbands 


Kreisler Manufacturing Corp. has 
developed a new watchband 
called the Select-A-Band. 

The unit shows 10 men’s and 10 
women’s watchbands. A built-in stor- 
vault stocks 40 more bands on 
display pads. 

Over each band, on the glass top 
covering, is a “Place the Watch Here’’ 
symbol, which allows customers to 
place their watches in position over a 
new Kreisler band. 

The cabinet is walnut. Entire unit 
is available free with purchase of 60 
Kreisler watchbands. 

Contact ad department, Jacques 
Kreisler Manufacturing Corp., 9015 
Bergenline Ave., North Bergen, N. J. 


display 


age 


Anson Will Introduce New 
Tie Clip Line for Spring 


L958, plans to 


clips 


lor Anson 
introduce a new line of. tie 
named “Tools of the Trade.” 

Each of six designs resemble well- 
known tools in miniature, including 
the hammer, saw, mason’s trowel, 
micrometer calibrator, shears and 
stilson wrench. Cost is $2.50 each. 

Shown is Anson assortment 125 
58B, with 12 tie clips (6 rhodium, 6 
gold plate) plus free counter display. 


Spring 
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Croton Unveils New Low-Priced 
Watch Line for Jewelers Only 


Croton Watch Co., Inc., in an effort 
to help jewelers meet watch-selling 
competition from such retail groups as 
drug stores, tobacco shops, and even 
ladies’ dress shops, has developed a 
low-priced, Swiss-made watch line 
called “Arpeggio,” for sale only 
through jewelry stores. 

This exclusively jeweiry-store watch 
line will sell from $10.95 to $19.95, 
with a markup of 47 per cent to 50 
per cent. Models include automatics, 
waterproofs, dress watches and fash- 
ion watches—both in men’s and ladies’ 
lines. (See They're New.) 

Watch features include 
Nivarox hairsprings, 
ellipse jewel. The cases are 
dized aluminum. Watches 
packaged in a “pull me out and see” 
box. 

fepairs will be handled directly by 
Croton, unless the jeweler prefers to 
do his own, in which case Croton will 
provide a complete repair kit for use 
with every model. 

Contact Croton Watch Co., 
104 Fourth Ave., New York 16. 


Viconic 
and an 
of ano- 
will be 


pivots, 


Inc.. 


Jacoby-Bender Designs 
"Mystery Motion” Display 


Jacoby-Bender, Inc., has contrived 
a new “Mystery Motion” display for 
use with its M-24 assortment of two 
dozen watch bands. 

Center of attention in the display 
is an expansion band that raises and 
lowers itself from a snake charmer’s 
basket. 

Display itself holds six bands. 
Two golden wire frames, each holding 
nine bands, completes the assortment. 

The 24-band assortment costs 
$86.90; the display unit is free with 
assortment purchase. 

Contact Jacoby-Bender, Inc., 62-10 
Northern Blvd., Woodside 77, N. Y. 


Community Has Two Promotions 
For Spring Selling Campaign 


GEITINGS - GET J] Free} 


meal 


Comme ff 


Community division of Oneida 
Silversmiths will promote a 4-for-the- 
price-of-three place setting promotion, 
plus a continuation of its 8- and 12- 
service bargain offers, during its 
Spring campaign. 

The ‘4-for-3” offer will be backed 
by new advertising and sales aids. 
The savings promotion, offering $24 
savings on a 56-piece service for 8 
and $31.25 savings on an 80-piece 
service for 12, will also feature ads 
and sales aids. Both offers include a 
free deluxe drawer chest. 

Contact Community 
Oneida Ltd. Silversmiths, 
N. Y. 


division of 
Oneida, 


Hammel, Riglander Offers 
Hairspring Untangling Tool 


Hammel, Riglander & Co., Inc., 
has developed a tool to help watch- 
makers untangle hairsprings. 

Cost of the tool is $4.95. 
step-by-step instructions are 
with each tool. 

Contact Hammel, Riglander & Co., 
Inc., Box 100, Madison Square Sta- 
tion, New York 10. 


Simple 
riven 





1847 Rogers Bros. Plans New 
Merchandising Program in ‘58 


Special-priced table services, an 
infant feeding spoon in three patterns 
and a “Flair” pattern party knife 
are some of the new items 1847 
Rogers Bros. will promote in 1958. 

The specially-packaged “basic set” 
services being offered include the 29- 
plece at $48.50, the 38-piece for 8 at 
$66 and the 55-piece for 12 at $98.50. 
Savings to consumers are, respec- 
tively, $15, $20, and $25 on regular 
prices. 

The infant feeding spoons will re- 
ail at $.98 instead of the regular 
1.50. 


? 
4 
> 


| 


The party knife will be gift-pack- 
aged, will retail at $7.95. It has ser- 
rated edges and rounded blade point. 

Promotional aids are available. 
Contact 1847 Rogers Bros. division. 
International Silver Co., Meriden, 
Conn. 


Panelists Win Mink, Diamonds 
On Speidel's "Price is Right" 


Best-guessing panelists on the Spei- 
del Corp.-sponsored TV show “The 
Price Is Right” have been walking 
away with a real treasure in prizes 
since the show began. 


ee. AAR 
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Above, Miss Mabel Bowmaster, 
Pittsburgh, Pa. area winner of the 
local jewelers’ “Be A Panelist” con- 
test, and champion bidder on the Nov. 
18 program, models the Schiaparelli 
mink coat she won. She also won a 
four-poster bedroom set. Master of 
Ceremonies Bill Cullen admires the 
beautiful fur. 

The show has enjoyed much success, 
is currently rated one of the top 25 
best TV offerings. 


Bradley Associates Publishes 
Plastic Hinged Box Catalog 


Bradley Associates, Inc., makers 
and distributors of rigid hinged plastic 
boxes and packages, has published a 
16-page catalog of all available 
models, their dimensions and their 
prices. 

Catalog copies are available on re- 
quest. Contact Bradley Associates, 
Inc., 1650-58 N. Damen Ave., Chicago 
47. 
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Poole Silver Makes Longines 
identification Plaque 


AUTHORIZED JEWELER 


TONGINES 


_. 
epee eam ORAS 
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Poole Silver Co., 
has produced a_ store identification 
plaque for use by authorized dealers 
of Longines Wittnauer Watch Co. 
products. Longines commissioned 
Poole to make the display piece. 

Poole used one of its Queen 
trays as the base for the display. The 
words on the tray are done in etched 
black and raised gold lettering. The 
tray has a brushed silver finish. It 


\nne 


may be used as a counter, wall o1 
window showpiece. 

Contact Longines-Wittnauer Watch 
Co., Ine., 580 Fifth Ave., New York. 


Rolfs Adds Two Spring Items 
To "Setmaker”™ Billfolds Groups 


Rolfs has added a vanity case and 
an imported cigarette lighter, to its 
“Setmakers” fashion 
lines. 

The “Setmaker Groups,” 
about six months ago, include a choice 
of three billfolds, each with matching 


accessories 


introduced 


eve glass case, key case and cigarette 
Case. 

The new vanity contains a mirror, 
comb and nail file, with a leather 
snap-closing accessory. Price ranges 
of the vanity and lighter are from 
$2.50 to $2.95. 


Contact Rolfs. West Bend. Wis. 


Fiex-Let Develops New "Guts" 
For Ladies’ Telescopic Bands 


¥sa V4 
Sf i a aan 


Flex-Let Corp. engineers have 
strengthened the inner portion of 
their ladies’ telescopic watch bands, 
by using what they call “stainless 
steel guts.” 

The innovation, according to Flex- 
Let, will be included in every ladies’ 
telescopic band being offered this 
season. The inner portions of the 
bands will be stainless steel exclu- 
sively, under the newly-developed de- 
sign. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


Taunton, Mass., 


Sheaffer Pen Conducts 
Trade-In Sales Campaign 


W. A. Sheaffer Pen Co., is conduct- 
ing a fountain pen “trade-in” sales 
campaign known as “Sheaffer’s Old 
Pen Round-Up.” 

The promotion got under way Jan. 
1, will end Feb. 15. The program 
allows Sheaffer dealers to offer $09 
trade-in allowances on any fountain 
pen with an original price of $5 o1 
more, regardless of brand. Trade-in 
is good on purchase of any of fou 
Sheaffer fountain pen and pencil sets 
Price range of the sets is $22.75 to 
$30. Dealer aids include window ban- 
ners and ad mats. 

Contact W. A. Sheaffer Pen Co., 
Fort Madison, lowa. 


Farrington Makes Package 
For Remington Auto Shaver 


Farrington Manufacturing Co., 
maker of jewel cases and display and 
specialty packages, has designed and 
made the display box for Remingto1 
Shaver’s new Auto-Home Dry 
electric Shaver. 

The shaver package is of meta! 
with texol covering and brass 
Nest for the shaver is made of fl 
vacuum-drawn plastic. Color se 
is tan and brown. 

Contact Farrington Manufact 
Co., Needham Heights 94, Mass. 


G. E. Telechron Raises Prices, 
Has Nine-Model Closeout Sale 


General Electric Telechron Clocks 
has increased prices on its current 
line by an average of 1 per cent 
Change was effective Jan. 2. 

Price hikes ranging from $.97 to Sod 
on 25 models were dictated by higher 
labor and materials costs, said Rus- 
sell T. Woodward, marketing man- 
ager. Most increases were $1 or less, 
on alarm clocks and kitchen and wall 
clocks. 

The firm will discontinue nine mod- 
els with closeout sale prices ranging 
from $5.44 to $12.44. Previous list 
prices of these models ranged from 
$6.98 to $24.95. Promotion aids fo 
the sale are available. 

Contact G. E. Telechron Clocks, 
Ashland, Mass. 


AR_KFY*< 





Dutcher Bros. Markets New 
Watch Repairs-Cleaning Device 


Dutcher Bros., New York watch 
crystal manufacturer and dial refin- 
isher, has developed a “Time Saver” 
machine for use in watch repair and 
cleaning. 

The machine can be used to open 
and close waterproof cases, to push 
pressure apart and 
and to install crystals. 

Machine parts include a 
press, vise, insert base for 
crystals, nylon cups, 
an adjustable jig wrench. In 
tions accompany each “Time Saver.” 

Contact Dutcher Bros., 10 W. 47th 
St., New York. 


cases together, 
fitting 
regular 
and 
Lruc- 


plungers 


Sheaffer Pen Gets New Agency 
To Handle 1958 Ad Program 


W. A. Sheaffer Pen Co. has com- 
missioned Batten, Barton, Durstine & 
Osborne to handle its national 
tising program for 1958. 

B.B.D.O. Keves 
& Jones: the 
continue to handle Sheaffer's 
tive ad 

The pen company’s ad program will 
$.B.D.0.'s Chi 


adver- 


Madden 
however, 


succeeds 
latter will, 
coopera- 


schedule. 


be handled out of 
offices. 


‘ALO 


Victor Adding Machine Offers 
Dual-Record Cash Register 


Victor Adding Machine Co., maker 
of the Victor-MceCaskey ER-9 (2) cash 
register, is offering jewelers the ma- 
chine as a low-cost means of control- 
ling business records. 

The manually-operated cash register 
has two independent money total win- 
dows. Other features include enforced 
identification keys for six clerks, nine 
three-letter department keys, and a 
red-ink paid out recorder. 

The machine can be used for any 
two control breakdowns desired, in- 
cluding cash and charge, merchandise 
and labor, sales and tax, clerk records 
and totals, department profit, or what- 
ever. 

Contact Victor Adding Machine Co., 
3900 N. Rockwell St., Chicago 18. 
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Reed & Barton Publishes 
Special ‘Silver Lining" Issue 


teed & Barton Silversmiths has 
published a special issue of its month- 
ly magazine, The Silver Lining; it 
traces the firm’s accomplishments 
throughout its 133-year history. 

The 24-page booklet many 
photos illustrating the skills needed 
in making Reed & Barton sterling 
and silverplate. 

Contact Reed & Barton 
smiths, Taunton, Mass., for 


shows 


Silver- 
copies. 


G. E. Adds Ten Models 
To Television Set Lines 


General Electric Co. has introduced 
10 new models to its line of black and 
white and color television receivers. 
Included are three 14-in. portables, 
four 17-in. portables, and three 21- 
in. Lo-Boy consoles. 

All seven portables are covered with 
vinyl plastic and equipped with one- 
way polarized power cord. 

The Lo-Boys have tinted 
glass, top front controls, 
tuner, full power transformer 
dual speaker sound. 

Contact General Electric, Television 
Receiver Department, Electronics 
Park, Syracuse, N. Y. 


safety 
cascode 
and 


Elgin National Gives New Look 
To Lord and Lady Elgin Watches 


Eigin National Watch Co. style in- 
novations in the Lord and Lady Elgin 
feature slim silhouettes, wide vision 
wrap-around, and, in the Lord Elgin 
series, a new concept for telling time. 
Dubbed as “one-armed” Lord Elgins, 
the men’s watches do away with the 
hour hand and replace it with a float- 
ing hour disc. 

Two Lady Elgin models represent 
new designs: Ballerina model, with 
case shaped like a kettle drum, two 
charms, a heart and bell, to which ad- 
ditional charms may be added; and 
Valera model, whose case resembles 
a wide wedding band fashionable in 
grandmother’s day. Bead-like end or- 
naments of gold are attached. 

Watches cost $75 up retail; other 
models begin at $33.75. Contact Elgin 
National Watch Co., Elgin, II. 


Targ & Dinner Offers 
Musical Merchandise Rack 


oe 
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Targ & Dinner, Chicago distribu- 
tor of musical merchandise, has de- 
signed a self-contained musical mer- 
chandise “island” display for jewelry 
store use. 

Display measures 70 in. high by 36 
in. wide at its base. Musical items 
shown include strings, reeds, mouth- 
pieces, mutes, drum sticks, etc., plus 
such popular items as harmonicas, 
ukuleles, metronomes and twirling 
batons. A 400-page catalog of musi 
cal instruments is mounted on the 
rack. 

Contact Targ & Dinner, Ine., 425 
S. Wabash Ave., Chicago 5, Ill. 


Jacoby-Bender Calendars 
Reproduce Pro-Wholesaler Ads 


Jacoby-Bender, Inc., has reproduced 
its pro-wholesaler ad series (six con- 
secutive two-page spreads from June 
to November in national jewelry 
magazines) on a large-size 1958 ¢al- 
endar. 

The two-color calendar was sent to 
J-B wholesalers in November. Whole- 
salers since have written 
questing quantities of the calendars 
for distribution to their customers, 
and Jacoby-Bender is printing more 
of them. 

The firm is also giving wholesalers 
a sales manual with leatherette cover, 
for use in listing prices, photos and 
other printed materials in 15 jewe'r) 
classifications. 


back re- 


Elgin National Publishes 
Employee Relations Pamphlet 


Elgin National Watch Co. has pub- 
lished a brochure on how to establish 
a complete program of employee ser- 


vice recognition. It is offered free to 
executives in industry. 

The pamphlet, “How to Establish a 
Complete Program of Service 
nition,” relates the experiences of 
over 100 American industrial 
cerns in setting up and operating 
employee recognition programs. 

Contact Elgin National Watch Co., 
Elgin, Ill. 
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Alsan Offers Complete Line 
Of 18K Gold-Palladium Rings 


Alsan 
mountings producer, this month will 
introduce an 18K gold and white pal- 
ladium line of wedding and engage- 
ment ring mountings. 

Some 96 rings comprise the initial 
offer. Shanks are 18K gold; palladium 
is used in all tops and sides. Included 
are Alsan-Lock ring sets, which can 
be attached and detached without a 
special tool. These “Sophisticate” sets 
retail from $150. 

Dealer aids include newspaper mats. 
radio and television scripts, envelope 
stuffers and publicity releases. 

Contact Alsan Manufacturing Co.. 
62 W. 47th St., New York. 


Craftsman Has Dual Display 
For Men's, Ladies’ Billfolds 
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Craftsman Billfolds is offering jew- 
elers a free display to help promote 
its “Round the World Sale” of regu- 
lar $5 numbers for $3.75. 

The display can be set up as illus- 
trated, or can be separated into men’s 
and ladies’ sections. Kach card holds 
six billfolds in top-grain cowhide and 
genuine morocco (assortment 3750). 

Contact Craftsman Billfolds, Pater 
son, N. J. 


Gruen Has New Merchandising 
Plan, Ends Coop Ad Program 


Gruen Watch Co. has begun a new 
merchandising plan for jewelers, to 
replace its cooperative advertising 
plan, which terminated Jan. 1. 

The new merchandising program, 
which will operate as the Interna- 
tional Gruen Guild of Fine Jewelers, 
is aimed ut protecting watch profits 
from sale of Gruens, and at assuring 
faster turnover. 

Contact Gruen representatives, or 
International Gruen Guild of Fine 
Jewelers, c/o Gruen Watch Co., 630 
Fifth Ave., New York. 
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Elgin American Has Display 
For Neo-Classic Lighter Line 


Elgin American, Inc., has designed 


a glass and wood case for display of 


its Neo-Classic slim-line lighter 
series. 

The unit shows 15 lighters—assort- 
ment No. 9000—and may be used as 
a counter or window display. 

Contact Elgin American, Ine., El- 
gin, Ill. 


Anson's "Grass Roots’ Campaign 
Uses ‘Specific Interest’ Media 


Anson, Ine., is scheduling ads fo 
its motif jewelry lines in appropriate 
“specific interest’’ magazines, rather 
than in the broader-coverage national 
consumer books. 

Ads for jewelry with a golf motif, 
for instance, will appear either in 
Sports Illustrated or in Golf Dige st: 
ads for bowling jewelry will appear 
in Bowling Magazine. 

More than 100 
scheduled for 25 
“specific” jewelry sets are made for 
each of 27 different kinds of people. 

A “Hurry Up Mr. Jeweler — Get 
Your Hat” kit for jewelers lists all 
the “specific” groups, shows jewelry 
for each, tells where to get prospects’ 


“specific” ads are 
magazines. The 


names, gives window display ideas, 
and relates “success stories” of other 
jewelers. 

“Grass Roots” motion display 
shown is free with purchase of unit 
assortment 852/58 of 24 $3.50—$7.50 
sets. Unit cost is $66. 


A. H. Pond Will Launch Giant 
“Keepsake Sweepstakes" 
Contest 


A. H. Pond Co. is readying for its 
forthcoming giveaway promotion, 
“Keepsake Sweepstakes.” 

Contest will run from Mar. 1 
through May 31. It offers five 17-day 
trips to Europe for two—one for the 
winning customer entry, four more 
for the Keepsake dealers whose cus- 
tomers submit the most entry blanks 
according to store size. 

Entry blanks will be available only 
at authorized Keepsake dealers. Cus- 
tomers are only required to fill out 
name and address to become eligible 
for the prizes, which also include 
$1.000 and $500 diamond rings. 

Dealer aids include’ streamers, 
counter cards, mailing 
mats, travel posters, radio and TV 


pleces, ad 


spots and publicity releases. A _ na- 
tional magazine ad campaign 1s 
scheduled. 
Contact A. 
cuse, N. Y. 


H. Pond Co., Inc., Syra- 


Oneida Has New Display Card 
To Introduce "Shasta" Pattern 
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Oneida Ltd. Silversmiths has de- 
signed a new counter or window dis- 
play to help introduce “Shasta,” its 
new medium-priced pattern in stain- 
less flatware. 

Card has an actual “Shasta” tea- 
Both teaspoon 
minimum 


spoon clipped to it. 
and card are free with 
orders. 

Contact Oneida Ltd. Silversmiths, 
Oneida, N. Y. 


A C. Rehberger Publishes 
1958 Trophy and Award Catalog 
A. C. Rehberger, Chicago trophy 
and award manufacturer, is issuing 
a new 52-page catalog for 1958. In- 
cluded is the complete REH-craft line 
of trophies, plaques, cups and new 
advertising specialties. 
The two-color brochure is free to 
dealers. Contact A. C. Rehberger Co., 
2134 N. Magnolia Ave., Chicago 14. 
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Flex-Let Offers Complete 
Cross Merchandising Program 


K'jex-Let Corp. is conducting a new 
merchandising program, which offers 
jewelers three display units with pur- 
chase of four dozen crosses. Jewelers 
previously had to order seven dozen 
crosses to obtain the displays. 

The Cross Selector unit (left) shows 
24 crosses on a leatherette and white 
satin background. 

klex-Let Display #125 (right) dis- 
plays 12 crosses on a cathedral-win 
dow backdrop. 

Showcase Tray #100 (center) 
shows 12 crosses as a counter unit. 

All crosses are packaged in white 
leatherette and satin boxes. 

The three-for-one offer expires 
Mar. 31. Contact Flex-Let Corp., 580 
Fifth Ave., New York. 


Wyler Watch Packages New 
“Waterama™ Model in Water 
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WATER PACKED ‘WATERPROOFED . 








Wyler Watch Co. is leading off its 
spring promotion program with in- 
troduction of a new model actually 
packaged in water-filled plastic en- 
velopes. 

Slogan for the “Waterama” model 
is “you know it’s water-proofed be- 
cause it’s water-packed!”’ 

Dealer aids include an _ electric 
flasher display highlighting the water 
package, window posters and stream- 
ers, advertising mats, envelope stuf- 
fers, and radio transcripts. Television 
and theatre ad films are also avail- 
able. “Waterama” will be advertised 
in national magazines, and on the 
Art Linkletter House Party TV show. 

Contact Wyler Watch Corp., 131 
E. 23rd St., New York. 
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Rolfs Introduces "Pixie" 
Model Billfold for Teenagers 


Rolfs of West Bend, Wis. has de- 
signed a new billfold, called “Pixie,” 
especially for use by teenagers who 
collect pictures. 

The teenage billfold has its own 
rogues gallery equipped to hold 24 
pictures. Actually in the form of a 
clutch-bag, “‘Pixie’’ contains a picture 
section of 12 plastic windows that 
fold, accordion-like, into a_ special 
pocket compartment. 

The new model also contains a gold 
fob with Space for the owner’s own 
photograph, or for the photograph of 
someone special. 

Unit can hold comb, lipstick and 
other odds and ends. It is lined with 
colored silk printed with footballs, 
hot rods and ice cream sundaes. It 
costs $3.95, in blond, red, black, blue 
and white. Contact Rolfs, West Bend, 
Wis. or local distributors. 


Speidel Has Twin-Motion 
Tower Window Display 


Speidel Corp. has designed a new 
“twin-Motion” tower-like display for 
jewelers’ windows. The unit helps 
tie-in Speidel merchandise advertised 
on the television show “The Price Is 
Right.” 

The display shows 15 men’s and 
ladies’ watchbands and 4 Photo Idents 
in their new gift cases. 

A pennant at the top of the tower 
reminds customers to watch the 
Speidel-sponsored “Price Is Right” 
show. 

Contact Speidel Corp., 70 Ship St., 
Providence, R. I., or your Speidel dis- 
tributor. 


Lucien Piccard Gives Prizes 
For "Treasure Hunt" TV Show 


More than $50,000 in diamond jew- 
elry is being supplied by Lucien Pic- 
card Watch Corp. as prizes for win- 
ner-participants on the NBC-TV 
“Treasure Hunt” quiz-giveaway show. 

The jewelry, including diamond 
watches, chokers and bracelets, made 
its TV show debut Dec. 24. 


Admark Has Newspaper Ad Mat 
Featuring Scarab Bracelets 


Albert Adler has prepared a two- 
column newspaper advertising mat 
to promote its Admark scarab identi- 
fication bracelets. 

The mat displays a scarab bracelet 
at actual size, tied in with a musical 
note theme. 

Dealer aids include mats for the 
entire scarab jewelry line, window 
and counter displays and leaflets. 

Contact Albert Adler, 714 Sansom 
St., Philadelphia 6. 


Elgin National Sponsors 
Como, Hitchcock TV Shows 

Elgin National Watch Co. co-spon- 
nationally - televised 
during the 


sored several 
NBC network 
Christmas-selling period. 

Elgin National participated in the 
Perry Como show on Dec. 7 and the 
Alfred Hitcheock dramas on Dec. 2 
and Dec. 9. 

Featured in the commercials were 
the watch firm’s horizon styling and 
its slogan “the most beautiful watch 
since time began.” 


shows 


Alliance Plans Promotion 
For Sessions Clock Lines 


Alliance Manufacturing Co., Ince., 
has prepared a promotion and adver- 
tising campaign for Sessions Clock 
lines. Alliance, Ohio maker of sub- 
fractional motors, recently assumed 
distribution and merchandising activ- 
ities for Sessions. 

Campaign will cover the complete 
line of clocks, including 
kitchen and decorator models, regular 
and alarm electrics and the new cord- 
less electric clocks (shown in picture 
is “Signature” cordless, a wall-sized 
reproduction of Grandfather’s “tur- 
nip’). Cordless clocks are powered 
by two mercury cells. 

All media will be used in the pro- 
motion. Dealer aids are available. 

Contact Alliance Manufacturing 
Co., Ine., Alliance, Ohio. 


Sessions 


Watchbands, Inc. Announces 
"Summer Pastels" Models 


Watchbands, Ine. is now distribut- 
ing a new line of watchbands as 
fashion accessories for women. 

Name of the new line is “Summer 
Pastels” by Mark VII. Bands are set 
with summer-pastel-toned stones, com- 
bined with silver or golden metal. 

Bands are available in white, jet 
black, blue, rose and coral for the 
spring-summer selling season. 

Each assortment of six silver and 
six gold bands is displayed in a book- 
counter merchandiser. 

Contact Watchbands, Inc., North 
Attleboro, Mass. 
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A. Jaffe & Son Has Ad Mat 
For Valentine's Day Promotion 


A Jaffe & Son, Inc., diamond im- 
porter and jewelry manufacturer, is 
offering jewelers a newspaper adver- 
tising mat for Valentine’s Day pro- 
motion of its Grow-A-Link diamond 
heart necklace line. 

The ad mat shows a Grow-A-Link 
necklace with three links on each side, 
and states that matching diamond 
earrings are available. 

Contact A. Jaffee & Son, Inc., 64 
W. 48th St., New York 36. 


” GROW-A-LINK 


Diamond Heart Necklace 


Here is an enchanting gift thot grows 
more precious with each passing year You 
stort with o grocefully curved heer! of 14K 
white gold within which is suspended o 
brilliant diamond. With each gift acouen 
you odd «@ pair of exquisite diamond 
heart links vnté, finally, you howe the 
most vavewcl and beauhful 
aecklace ever created 


You must see this inspired desegn 


You'll congratulate yourself 
for accepting the suggestion 
to ship your old gold, gold 
filled and plated scrap, op- 
tical frames, bench sweeps, 
sink settlings, filings and pol- 
ishings to Goldsmith Bros. 

Fellow jewelers who have 
“tried them all’ find that it 
pays to ship to Goldsmith 
Bros....where 91 years of ex- 
perience as specialists in the 
precious metal field insures 
them (and you) of the max- 
imum in returns... checks 


that satisfy. 


ptdamilh Bros. 


SMELTING & REFINING CO. 


111 N. Wabash Avenue, Chicago 2, Ill. 


DETROIT 


74 W. 46th Street, New York 36, N.Y. 
° OAKLAND | 





Landers, Frary & Clark Plans 
Spring "Landslide" Promotion 


Landers, Frary & Clark has de- 
vised an “Operation Landslide” pro- 
motion to boost sales of its Universal 
lines of household helps. 

Spring special sales will be run on 
the Coffeematic coffee maker, Cook- 
amatic probe control fry pan, the 
new Steam 'N Dry Iron and a full-line 
deal. 

The solid copper, chrome-plated 
Coffeematic will sell for $14.95 in the 
special. Capacity is for 3 to 8 cups. 

The Cookamatic fry pan will be 
special-priced at $15.95. Introduction 
bargain on the new Steam ’N Dry 
Iron gives retailers six irons for the 
price of five. 

The full-line deal provides that re- 
tailers who purchase any 12 Un1- 
versal appliances get a 10-cup deluxe 
Coffeematic for only $10. 

Dealer aids are available. Contact 
Landers, Frary & Clark, New Britain, 
Conn. 


Ipekdijian Issues Price List 
For Chatham Cultured Emeralds 


Ipekdjian, Inc., distributor of Chat- 
ham cultured emeralds, has published 
a standard Chatham price list. 

List shows five distinct quality 
grades and prices for sizes from 0.50 
carats to 3.25 carats. Larger stones 
are quoted per individual stone, up to 
about 20 carats. 

It also gives prices for cabochons 
and matched pairs. 

Contact Ipekdjian, Inc., 580 Fifth 
Ave., New York 36. 


A. T. Cross Designs Display 
For Writing Instruments Line 


A. T. Cross Co., Inc., has developed 
a point-of-purchase display and stock 
storage unit to promote its pens and 
pencils. 

The “Cross Demo” display has two 
chained-on pens and a writing pad, to 
invite customers to try the instru- 
ments. Pens and pencils are made of 
gold-filled, sterling and chrome. Cab- 
inet is of blond wood, with pen stor- 
age space at the back of the unit. 

Contact A. T. Cross Co., 53 Warren 
St., Providence, R. I. 
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Perfectly poised balance 


d 


Formerly the skill of the 
worker alone determined the 
trueness of balance poise. Now- 
adays balance poising still re- 
quires extreme. skill, but 
through the use of new ma- 
chines the margin of error has 
been cut almost to zero. A mi- 
ecroscope which enlarges a nor- 
mal balance whee! four times 
is used by operators at Elgin 
National Watch Co. A bright 
light behind the actual balance 
throws a shadow through the 
prismatic scope shown at the 
bottom of the picture. The 
shadow is enlarged by a series 
of mirrors and appears on the 
round screen where it can eas- 
ily be seen by a worker who 
gauges the amount of metal 
that must be taken off to 
achieve perfect poise. 


BOOK 
REVIEW 


WATCH REPAIR, by Harold Calef 
Kelly. 1957. Charles A. Ben- 
nett Co., Inc., Peoria, IIl.: 


s / 9S. 


Mr. Kelly, an able teacher, has 
been an instructor in horology 
at Bradley University and at 
Weatherford (Okla.) State Col- 
lege. His other books are A 
Practical Course in Horology, 
Horological Theory and Practice 
and Modern Methods in Watch 
Adjusting. The present book 
covers practically the entire field 
of horology in its 284 pages. In- 
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cluded are astronomical methods 
of determining time, practical 
clock repairing, practical watch 
repairing, adjusting problems, 
wheelwork for pendulum clocks, 
wheelwork for wheel 
clocks and watches, gearing and 
clock escapements. 

Additional chapters concern 
striking mechanisms, automatic 
watches, stop watches and chron- 
ographs and calendar watches. 


balance 


A separate section deals with 
the theoretical phase of pendu- 
lums, and a study of the balance 
and the balance spring. The 
book also contains a_ bibliog- 
raphy. There are many photo- 
graphs and fine line drawings 
but one wishes that Mr. Kelly 
would concentrate on some one 
phase of horology rather than 
giving us a little of everything. 

—Henry B. Fried 





ANY lighter has this... 
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Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 


When pipe-smokers (or gift-givers) ask “to see a 


lighter,” they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
should be enjoyed...to smoke tobacco—not matches! 

Just show a Beattie-Jet in action—and man, 
you’ve got a quick sale! Held upright, the Beattie 


Biggest Consumer 
Advertising in 
Beattie History! 


a 
Pe 


functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 


Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small 
soldering jobs; for blackening gunsights; for thaw- 


ing out frozen car-locks. 


Get set—with the Beattie-Jet... Start 
your Holiday buying early to assure 
ample stock on hand. All Beattie-Jet 
Lighters are guaranteed perfect and 
come individually-boxed with this 


NEW 3-LIGHTER DISPLAY! 


: Nous rafal 
alone s GarletL 


[sports ABE. 


| -Fishermar 


(Shipped with any 3 lighters you choose) 





Size of display: only 8”x8”. 


Retail: from the new, 
popular-priced $4.95 
model... . to $49.00 


Here’s action merchan- 
dise...with the one and 
only JET-FLAME action! 


Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS, INC. Dep?. JC — 19 East 48th Street, New York 17 
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The automatic watch with 
indirect minute hand drive 


by Henry B. Fried, Horological (Consultant to JC A 


An explanation of ingenious train wheel arrange- 
ments used in various men’s and women’s models 
by Eterna 


® RECENT MODELS of the Eterna* Matic (calibre 
1411 for example) have a train wheel arrange- 
ment quite different from the traditional layout 
in which the center wheel is usually the one driven 
by the barrel and upon which the dial train de- 
pends for motivation. 

In the newer Eterna Matics, only the fourth 
Wheel occupies the center of the watch. The 
wheel formerly called the center wheel is planted 
far off-center and is called by its rightful place 
in the train sequence, the second wheel or inter- 
mediate wheel. In this manner, the fourth wheel 
with its elongated seconds-hand pivot has a sol- 
idly-fixed pivoting bearing position and does not 
have to be seated inside a hollow center pinion. 

The advantage claimed for such an arrange- 
ment is that the barrel can be made larger and 
occupy almost half the diameter of the movement. 
It is further claimed that the barrel can accom- 
modate a wider mainspring with added technical 
advantages. Used in an automatic watch, it allows 
for a greater reserve of mainspring power. With 
the remaining place, a larger balance may also 
be used. 

In this new layout, the train of wheels is not 
unlike that of a fifth-second pocket stop-watch. 
Figure 1 shows the plan of this calibre. The bar- 
rel, 29, drives the second pinion, 30. The second 
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wheel, 31, enmeshes with the third wheel pinion, 
32. The third wheel engages the centered fourth 
pinion, 34, upon which is mounted the seconds 
hand. The fourth wheel, 35, then drives the 
escape wheel pinion and the escapement in the 
usual manner. 

Figure 2 shows the side plan of the train and 
gives some idea of the hand-driving arrangement. 
Again, from left to right, 40 is the lower plate 
holding the second pinion, 30, and the second 
wheel, 31. This engages the third pinion, 32. The 
third wheel, 33, mounted on the upper portion of 
the third pinion drives the fourth pinion, 34, and 
the fourth wheel, 35, engages the escape pinion 
(not shown). The hand driving is done by the 
driving wheel, 36, which is driven by the third 
pinion. The wheel, 36, turns but once an hour 
and thus is able to turn the cannon pinion, 37, 
with it, the minute wheel and the hour wheel, 38. 
The upper bridge is 41. The balance is 39, and the 
barrel is 29. Both the balance and the barrel are 
shown here to emphasize the greater diameter of 
each and the proximity to the watch’s center 
allowable with such an arrangement. 

The advantages claimed for this system, aside 
from those of a larger balance and barrel, are 
that the seconds pivot is permitted a stable seat- 
ing with more reliability and accuracy. The 
minute hand also is mounted on a fixed cannon 
pinion and is therefore not subject to deviation 
due to wear. 

Another train arrangement by Eterna is in 
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Figure 1. View of the train arrangement in which the 
fourth wheel only is in the center while the second wheel, 
formerly occupying the center, is now the second train 
wheel. The numbers indicated in this illustration are: 29, 
the barrel; 30, the second pinion; 31, the second wheel; 32, 
the third wheel pinion; 33, the third wheel; 34, the fourth 
pinion; 35, the fourth wheel; 29, the balance. The hands 
are driven through an additional wheel geared to the third 


pinion. 
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Figure 2. A side view of the new Eternae Matic calibres. 
30, the second wheel pinion; 31, the second wheel; 32, the 
third pinion; 33 (above), the third wheel; 34, the fourth 
pinion; 35, the fourth wheel; 29, the barrel; 39, the bal- 
ance. 36 is the driving wheel which is geared to the third 
pinion and is driven by it. The driving wheel 36 is con- 
nected to the cannon pinion (37) and the minute wheel 
drives the hour wheel 38. 
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Figure 3. “Golden Heart” models with a 23 kt. rotor 
have another arrangement of the train in which neither 
the fourth nor the “center wheel” is planted in the center 
of the watch. Here the barrel 29 drives the second train 
wheel 31, which drives the third wheel 33, which drives 
the fourth wheel 33 (without second hand). In this watch, 
the barrel and the balance come right up to the center of 
the watch. The dial train is driven by an off-center, sec- 


ond wheel (31). 
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Figure 4. The crown wheel is made to rotate on a bascule 











which allows this to rock away from the ratchet when the 
self-winding train operates and into the ratchet when the 
manual winding is in operation. The crown wheel, 27; the 
ratchet wheel, 28; the retaining click, 26. The side view 
above shows the winding pinion 25. The crown wheel yoke 
is number 23 and the crown wheel screw 24. The dotted 
lines in the flat view show the limits within which the 
crown wheel can swing on its bascule-yoke. 





Figure 5. The general plan of the Eternae Matic winding 
mechanism, showing the oscillating crown wheel. 1, the 
oscillating weight (rotor); 2, the rotor pinion engaging 
the two pawl-wheels 11-13 and 17-18. These alternating 
wheels engage with the transmission wheel 19 whose pin- 
ion moves the driving runner (wheel) 42, which in turn 
rotates the ratchet wheel 29. The crown wheel 27, mounted 
on the bascule 28, can swing out of the way when auto- 
matically wound and swing into action during manual 
winding by the crown 44. 
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Figure 6. The pawl-wheels or alternating wheels are 
shown here. These consist of two wheels mounted one 
above the other on a common arbor and connected to one 
another by a pawl, only if turned in the clockwise direc- 
tion by the lower, larger wheel. Here the pawl is shown 
locking both wheels by the ridges (20) and 14 of wheel 13. 
Identifications of the numbers are: 10, pawl of auxiliary 
wheel; 11, upper wheel of pawl-wheel; 12, holder-tube of 
upper wheel; 13, lower auxiliary wheel; 14, intermediate 
disc with locking teeth; 15, center-post for pawl-wheel; 20, 
inner locking teeth; 21, outer locking teeth. 
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their ladies’ “Jubilee” models. This watch has no 
seconds hand and thus the fourth wheel need not 
be planted in the center, nor for that matter, need 
the usual center wheel. This space was then used 
to enlarge the area permitted to the balance and 
the barrel. This arrangement is shown in Figure 
3. The dial train is driven by the second train 
wheel (formerly the center wheel), which is now 
planted off center and drives the hands through 
a driving pinion under the dial. In this figure, 40 
is the bottom plate, 29 the barrel, 39 the balance. 
The second train wheel, 31, performs the same 
function as it did when previous arrangements 
planted it in the middle of the watch. The third 
Wheel is number 33 while the non-seconds hand 
bearing fourth wheel drives the large escape 
wheel. 

As in all Eternas, the rotor of the automatic 
device is mounted on a ball-bearing. It is claimed 
that such a device lessens friction and permits 
even the slightest movement to wind some portion 
of the mainspring. In the small ladies’ watch 
called “The Golden Heart,” the rotor is of 23 kt. 
gold alloyed with nickel for toughness. (Gold 
is about twice as heavy as brass or silver.) Using 
this dense and valuable metal in a small watch 
is supposed to permit even the slightest movement 
of the wrist to activate the winding mechanism. 
In a small ladies’ watch with its short radius of 
swing by the rotor, this might be considered 
desirable. Patek-Phillipe uses a 24 kt. gold weight 
on the rotors of its self-winding watches, ostensi- 
bly for the same reason. 


Crown Wheel on Bascule 

Many automatic watches require that their 
winding trains carry along with the ratchet 
Wheel, the crown wheel and with it the winding 
pinion which must back-ratchet across the clutch 
wheel. This detracts somewhat from the ease of 
winding during the self-winding sequence. Some 
self-winding mechanisms such as Omega, Buren, 
Phoenix, Rolex and others have dual ratchet 
Wheels so that when the automatic train is in 
operation, everything beyond the ratchet is elimi- 
nated and conversely, when the watch is manual- 
ly wound, no part of the automatic train is acti- 
vated. This requires an addition in height near 
the barrel assembly. 

To achieve a similar result with a thinner 
watch, Eterna has placed the crown wheel on a 
bascule, or rocking bar. Thus when the self-wind- 
ing mechanism is in operation, the turning 
ratchet will push the crown wheel aside without 
having to carry it along with its connected wind- 
ing pinion. The resistance here is in the weight 
of the crown wheel and the click and spring 
shown in figure 4. In this illustration, 28 is the 
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ratchet wheel, 27 the crown wheel, 26 the retain- 
ing click which is held in place by the click spring 
shown in the dotted view. Also shown in the 
dotted view is the elliptical hole in the bascule, 
which allows the crown wheel to shift towards 
or away from the ratchet wheel, depending upon 
the direction from which it receives motivation. 
In the side view above, 25 is the winding pinion, 
23 is the bascule, and 24 is the crown wheel screw. 

In figure 5, an over-all view, the oscillating 
rotor, 1, turns through a full circle in either direc- 
tion and its pinion, 2, is engaged with both auto- 
matic wheels, 11-13 and 17-18. A study of figure 
6 will show the details of both the automatic 
wheels. This system in which one wheel is 
mounted over another and connected by a pawl 
system which allows the two wheels to travel to- 
gether in one direction but to idle over each other 
when turned in the opposite direction. Thus, 
when the rotor turns clockwise, the action is 
linked directly through the wheel, i7-18, to 19, 42, 
thus winding the ratchet in the clockwise direc- 
tion. 

During this sequence, the first automatic 
wheels, 11-13, merely idle along. When the rotor 
turns in the anti-clockwise direction, the rotor- 
pinion, 2, engaged with the top automatic wheel, 
11, causes this to engage its lower partner, 13, 
so that both turn clockwise. Thus lower wheel, 13, 
engaged with the lower wheel and pinion, 18, turn 
these counterclockwise and the pinion of 18 en- 
gaged with the transmission wheel, 19, causes the 
driving runner, 42, to turn counterclockwise and 
thus its pinion will move the ratchet in the wind- 
ing direction. 

A study of the crown wheel will show that when 
the ratchet wheel is winding in the clockwise 
direction, it will push the crown wheel away 
through an angle shown by the arrows. When 
the crown is turned by hand and its winding 
pinion, 25, moves the crown wheel, it will come 
again solidly into the ratchet wheel. At this time, 
the automatic train will also be moved by the 
manual winding until it reaches the pawl-wheels, 
11-13 and 17-18, when these will idle without any 
further action. 


Screwless Balance 

In the “Centenaire” models, the balance is a 
plain rim of metal without screws. This permits 
a larger and heavier mass to be placed near the 
periphery of the balance with added technical 
advantages. The hairspring is also reduced in 
diameter and this, it is claimed, reduces error in 
positions. Another improvement mentioned by 
Eterna is the reduction in thickness of the two 
pawl bearing wheels, allowing greater space be- 
tween the upper and lower wheels with lessened 
danger of fouling each other. gua 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


COMPLICATED AUTOMATA: Re- 
cently I bought a complicated 
automaton in which a small en- 
semble of monkeys dressed as 
humans play woodwind, string 
and percussion instruments. It 
is in need of repairs both to 
figures and mechanism. I am 
anxious to have this in working 
order, but no one in this part 
of the country seems to be able 
to do this kind of work. Can you 
recommend anyone? — Adolphe 
Suchy, Los Angeles, Calif. 


Answer: The artisan-techni- 
clan we generally recommend 
for this work is Ephriam Green- 
berg of 6 E. 46th St., New York. 
He owes his life to his ability to 
do this kind of work while he 
was a prisoner in Hitler’s con- 
centration camps. His shop is 
filled with mechanisms such as 
you have asked about, and even 
more complicated and exquisite 
clocks for which he makes parts. 
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For those readers who would 
like to see what these automata 
look like, we refer you to the 
book, Les Automats, by Chaplus- 
Droz. The workings and sam- 
ples of these mechanisms are 
described in beautiful drawings 
and diagrams. 

* *« * 
ELECTROPLATING JEWELRY: Can 
you suggest a reputable firm 
that sells electroplating equip- 
ment for small seale costume 
jewelry? I am also interested in 
literature on good techniques.— 
Roberts, Philadelphia, Pa. 


Answer: Plating machines are 
marketed by: Hoover & Strong, 
117 W. Tupper St., Buffalo 1, 
N. Y.; Aero Machine & Equip- 
ment Co., 178 W. Exchange St., 
Providence, R. I.; Paul Gesswein 
& Co., Inec., 35 Maiden Lane, 
New York; Alex Saunders & 
Co., 95 Bedford St., New York 
14. Each piece of equipment re- 
quires a different technique and 
explanatory literature comes 
with the equipment. As for gen- 
eral books on plating, the follow- 
ing are available from H. Birn- 
baum, 218 E. 59th St., New 
York: Jewelry Repairing, by W. 
A. Jackson; Principles of Elec- 
troplating and Electroforming, 
by Blum and Hogaboom; Hand- 
book on Electro-Plating, Etc., by 
W. C. Canning; and Technical 
Bulletin on Electro-Plating with 
Gold and Silver, by C. A. Crow- 
ley. 

S eS 
ULTRASONIC CLEANER: Please 
advise who makes the ultrasonic 
cleaner No. 12, page 229 in the 
October issue of JC-K.—Loge- 
mann’s, Milwaukee 3, Wis. 


Answer: Acoustica Associates, 
Inc., 26 Windsor Ave., Mineola. 
Long Island, N. Y. 


a a 


SUPPLIERS: We recently made a 
new cylinder and both plugs for 
a cylinder escapement watch. 
We had no idea that they could 
still be bought from regular ma- 
terial houses. Could you give us 


supplier ?— 
Clock shop, 


the address of a 
Hugh’s Watch & 
Coldwater, Mich. 


Answer: It is still possible to 
buy cylinder staffs and plugs for 
normal sizes from 
If not, try J. 
Maiden 


watches of 
your local jobber. 
A. Poltock & Co., 15 
Lane, N. Y. 

(COURSE IN STEEL ENGRAVING: 
I’m an engraver, and would ap- 
preciate it if you could advise 
me of a school or person I can 
contact in regard to taking a 
course in engraving for 
various emblems in high relief. 
I am also an artist familiar with 
the anatomy of the human figure 
and animals. I understand that 
drawings can be made on steel. 
I would like to know where to 
get the proper tools and how to 
use them.—A. Miller, Columbus, 
Ohio. 


steel 


Answer: There is no school 
where you might learn the art of 
steel engraving in high relief. 
Most of this work is done by 
pantographic-type machines. In 
plain steel engraving (such as 
might be done by those doing 
work for bank-note printers) 
the tools have to be specially 
shaped and angled. I would sug- 
gest you seek employment in 
one of these concerns to learn 
that phase of engraving. 


*K * * 


BOOK ON ELECTRIC REPAIRS: I 
have operated a watch repair 
shop for 15 years, and I want to 
go into servicing clocks of all 
kinds. Could you recommend 
books on electric clock repairs? 

Emerey Grant, San Diego, 
Calif. 


Answer: The Modern Clock, 
by W. L. Goodrich; Electric 
Clocks, Phillipot; Electrical 
Horology, Langman; Electrical 
Timekeeping, Hope-Jones; Mod- 
ern Clocks—Their Repair and 
Maintenance, by T. R. Robinson; 
Practical Clock Repairing, De- 
Carle. These may be obtained 

(Please turn to page 170) 
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“Who's talking’. . . Lhe Watch Master, 


of course, and I’m m Speaning for... 
ULTRASONIC CLEANER 


She Watch‘ ~ Master ailien Descriptions 
ULTRASONIC CLEANER 


“Most of you folks know of our bench advantages but what 
about cost? Consider our year-in and year-out dependability, 
low maintenance, long life. Check with the oldtimers. What 
they say for the WatchMaster goes for our whole line.” 


True cost shows up in long-range economy. 


TAPE MODEL. £ 


eS : DRUM "MODEL. 


TAPE WATCHMASTER _ ELIMAG 
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ELIMAG PIVOT-MASTER 


American Time Products, Inc. 
580 Fifth Avenue, New Y ork 36, N.Y. 


American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 
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QUESTIONS ANSWERS 
idea from page 168) 
from your local jobber. Charles 
Snow of Snow’s Clock Co., 1639 
E. Anaheim St., Beach, 
Calif., who is an authority on the 
repair of antique, auto and elec- 
tric clocks, can suggest sources 
of service 
literature. 


Long 


* bad 
REGILDING FRENCH CLOCK CASE: 
Can you direct me to a concern 


bulletins and other 


case? This is the type that has 
glass panels on all four sides.— 


Hulett & Son, Ogdensburg, N. Y. 


Clock cases can be 
regilded by almost any good 
metal plater or polisher. A word 
of caution, however. When pre- 
paring the cases for the plater 
or polisher, take them apart as 
far as you can, and scratch mark 
each piece with an identifying 
mark. Repeat this with its ad- 


Answer: 


that could regild a French clock 


jacent member. For example, 


SAYS 

Engravograph 
H its “Mach ine 

' has paid for . 
itself several times \ 
in profit for engrav- ! 
ing, to say nothing of } 
‘. sales made through / 


s 
*\ added service.” .- 
x 4 


* 
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PAID FOR ITSELF 4 


¢ 
ar 
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7 
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William L. Wilson 
for H. L. Lang & Co., 
Jewelers, 

Staunton, Va. 


one of the 16,000 jewelers who personalize with 


geil agave AON 


the tracer-guided 





portable engraving 
machine anyone 
can operate! 


Send for booklet 


((kuly hermes ENGRAVING MACHINE CORP. 


13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y. 


should you remove the pillars of 
the case, mark I under the pillar 
and on the base or top on which 
it will rest. Do this also with 
screw as they vary in 

Before re-assembling, 
crevices are 


every 
length. 
make certain all 
cleared of tripoli, rouge or pow- 
der left from the plating or pol- 
ishing process. Expect the doors 
to close a little stiffer than be- 
fore. You might have your clock 
case plated at any of the follow- 
ing: Cohn-Epner Co., Inc., 142 
W. 14th St., New York 11; Aca- 
dia Polishing & Plating Corp., 
603 Sixth Ave., New York 11; 
Charles F. Dean, Ine., 125 
Franklin, Buffalo 21, N. Y.; 
Syracuse Silver Co., 423 N. 
Franklin, Svracuse, N. Y.; Di- 
vine Bros., 200 Seward Ave., 
Utica, N. Y. I would suggest you 
write before sending your clock. 


* * 


MAKING A GRANDFATHER CLOCK: 
For some time I’ve been inter- 
ested in making a grandfather 
clock, but I haven’t been able to 
find where chime clock move- 
ments, dials and plans could be 
purchased. Could you furnish 
this information ?—H. Bengtson, 
Carleton, Minn. 


Plans are available 
from Roberts Publishing Co., 
Box 7127, Denver 6, Colo. A 
good plan of a regulator clock 1s 


A WSier: 


listed in Britten’s Encyclopedia, 
(Clock 
movements and dials may be ob- 
tained in New York from: Bar- 
ny, Clockmaker, 218 E. 59th St. ; 
E. Greenberg, 6 E. 46th St.; 
Greenhill & Rogers, 670 Lexing- 
ton Ave.; Henry Coehler, 101 
Fifth Ave. Also from Bernard 
Brandt, Montrose, N. Y.; Elisha 
Durfee, 270 Washington St., 
Providence, R. I.; and Vincent 
Topham, Ashton - under - Lyne, 
England. 


Dictionary and Guide. 


HISTORY OF ROSKELL WATCH: 
Can you give me a history of a 
watch as in this diagram? Is this 





a rare piece? It is chain driven, 
has a silver hinged case, and the 
hallmarks on the back of the 


are a lion in a shield, the 
“C,” and what looks like 
A. Snyder, 


case 
letter 
the sign of Aries.—E. 
Lewisburg, Pa. 


Watches by Roskell 


since he 


Answer: 
are interesting used 
many with the rack-lever escape- 
ment. This type of escapement 
used a sector of a toothed wheel 
instead of a pallet fork which 
enmeshed with a pinion serving 





























Avoid ‘‘come-backs’”’ 


electrically test-winds automatics by natural, 
“‘arm motion’ 


watch would not wind properly on the wrist, 


watch material supply house. 


For full details, write to... 


HAMMEL RIGLANDER AND COMPANY, INC. 
New York 10, N. Y. 


Box 100, Madison Square Station * 


on automatic watch repair jobs 
stop wearing an armful of watches. Check-O-Matic 
gentle 
in just 15 minutes. Check-0-Matic simu- 
lates normal wearing conditions so closely that if a 
it will 
not wind on the machine. Only $14.95. Order from your 


as the balance staff. This pro- 
vided a greater are than that 
permitted with the familiar roll- 
er and roller-jewel. It had cer- 
tain technical drawbacks, how- 
ever. Mainly in the fact that the 
escapement was not a detached 
one, transmitting all the faults 
of the escapement to the balance. 
If your watch has this type of 
fork and pinion, it is rare. If not, 
it is merely an example by a 
well-known watchmaker of the 
1800-1830 period. The lion (pas- 
sant) is the hallmark for the 
Birmingham assay office, the an- 
chor (not the sign of Aries as 
you thought) is the mark for 
silver (the same anchor in a 
square would denote gold), and 
the letter “C” indicates that the 
watch was made in the vear 
L800. 


MORE ON ULTRASONIC CLEAN- 
ING: Ordinary machine cleaning 
with regular waterless cleansers 


causes minute and intermediate 
wheels to bind and the 
watch. I’ve removed the setting 
bridge and pegged out these 
wheels, and sometimes _bur- 
nished them with a smooth 
broach. I presume the binding 
was due to the cleaning proper- 
ties of the machine cleaning, 
which probably left a minutely 
pitted surface. Would ultrasonic 
cleaning aggravate the condition 


Stop 


still more? Would minute wheels, 


intermediate wheels, sweep hand 
Pinions on which no oil is ap- 
plied, and cannon pinions be af- 
fected ?—Haffkin’s Watch Shop 
Trenton, N. J. 

Answer: Minute wheel sludge 
is due to failure to remove these 
parts before cleaning with me- 
chanical methods. The machine 
type of watch cleaning is very 
efficient. However, the parts of 
the watch must be taken apart 
in order for the mechanical agi- 
172) 
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UNBREAKABLE 
MAINSPRING 


In Metal Retaining Ring Ready to Slip 
into Barrel. 

Made by the incomparable craftsmen of 
Switzerland. 96 N-DUR-ALL mainsprings 
fit over 2000 popular makes and models of 
regular wind, automatics and chrono- 
graphs. No need to stock more than these 
96 sizes. 

Order from your Newall Jobber. 


1 DRAWER STEEL CABINET 

SYSTEMS WITH INDEX CARDS 
No. M 96 - 96 Regular Wind and Automatics $60.50 
No. M 72 - 72 Regular Wind only $48.25 
lf you prefer, these springs can be in- 
serted in your regular Security main- 
spring cabinet as the stock numbers and 
measurements are the same as your 
Security mainsprings. 
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WATCH REPAIR 
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of Service 
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Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 
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tation of the cleansing fluid to do 
a washing job in places general- 
ly covered or held down by 
bridges or plates such as the 
wheels and pinions you mention. 
Pitting only takes place when 
chemicals which have an etching 
effect are allowed to act upon a 
metal’s surface for too long a 
time. This will not happen in 
ultrasonics for two 
ultrasonics cleans so quickly that 
strong cleansing solutions, if 
used, don’t have time to attack 
the metal surface; and cavita- 
tion permits the cleaning of 
areas not ordinarily accessible to 
mechanical agitation. However, 
the ultrasonic device used and 
the method employed must pro- 
vide for adequate rinsing of the 
cleansing solutions. Some de- 
vices rinse ultrasonically, and 
some rinse with a combination 
of ultrasonic and mechanical ac- 
tion. 


reasons: 


TIMEPIECE ACCURACY: Often I 
have to explain to customers 
that watches are expected to lose 
a few minutes after a certain 
period of time. Most of them 
want to be shown where and 
why their watches’ shouldn't 
keep better time. How do you 
explain this when asked ?—Knoll 
Jewelers, Cincinnati, Ohio. 


Answer: The average citizen 
is poorer aware that no me- 
chanical timepiece is capable of 
keeping perfect time. Yet, many 
expect that their tiny watches 
should do just that, even though 
they subject them to jars, jolts, 
water, dirt, dust, cold, heat 
neglect, infrequent and irregular 
windings and irregular servic- 
ing periods. No one should ex- 
pect their small watches to com- 
pete with the big fellows, such as 
pocket watches. The accuracy of 
the latter is due to large, error- 
controlled parts with larger oil- 
ing capacities and closer toler- 
ances. Consider that one min- 
ute’s variation in a day means 


only a deviation from perfection 
of less than 7/10,000 or 1 in 
1440 parts. The U.S. Govern- 
ment recognizes good timekeep- 
ing if a watch is one minute off 
a day. Two minutes is considered 
acceptable for a large wrist 
watch. 
aK * * 

SHARP BEVEL ON GLASS: Would 
you inform me as to what is the 
best type of lap and powder to 
use in making a clean-cut facet 
on the edges of watch crystals? 
[ would also like to know where 
[ may purchase whole imitation 
pearls in small quantities.—M. 
A. Fiorillo, Amarillo, Tex. 


Answer: Try using a lap that 
is rigid and will not bend over 
the edge you have prepared. 
This might be done with an iron 
lap or a very hard boxwood, us- 
ing little pressure on the latter. 
The use of the lap much the 
same as that used in the optical 
industry is recommended. The 
abrasive and _ polishing com- 
pounds to be used are cerium 
oxide. For your second question, 
imitation pearls in small quanti- 
ties may be had from Nathan 
Gem & Pearl Co., Inc., 10 W. 
46th St., New York 17. 
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CHINA, GLASS & GIFTWARES 
(concluded from page 128) 


the American public’s demand for both a well 
styled, durable, lower-priced dinnerware line and 
for a top quality line of fine china,” says Mr. 
Tassie. The Branchell Company, makers of 
Branchell, Royale, Color-Flyte and Aztec dinner- 
ware, is one of the largest producers in the plastic 
dinnerware field. Founded in 1946 by Ernest E. 
and Edward J. Hellmich, the company will be- 
come a Lenox subsidiary under the name of Lenox 
Plastics, Inc. It will continue to operate its St. 
Louis headquarters and plant, as well as its 
Puerto Rican plant. Executive officers and present 
administrative, production and sales personne! 
will continue to function in the same capacities. 


\W ITH THE 350TH anniversary of glass-making 

in this country being observed this year, the 
American Glassware Association and the Glass 
Containers Manutacturers’ Institute have adopted 
a seal which will appear in all consumer and 
trade advertising, and on cartons, containers and 
stationery of member firms. The seal is triangu- 
lar in shape and states that “glass is America’s 
first industry.” The original glass factory was 
built by colonists at Jamestown, Va., in 1608. 


A RZBERG AND SCHOENWALD china lines, manu- 
‘\ factured in Bavaria and distributed in this 
country by the H. E. Lauffer Co., Inc., of New 
York, have been awarded gold medals by the 1957 
Milane Triennale, Italy’s exhibition of creative 
industry. This is the second year in which these 
brands of china have been medal winners at Milan. 


‘TT’ HOMAS DELANEY has been elected president of 

the 225 Fifth Avenue Association, Inc., of New 
York, and James Reynolds has been elected vice 
president; Howard Skinner, treasurer; William 
Preston, secretary. Harold Bailey, charter mem- 
ber of the association and its seventh president, 
was presented with a framed scroll at the election 
meeting. Mr. Bailey is retiring from business. 


NE CHINA ASSOCIATES, INC., of which W. C. P. 

Adams is president, staged a press party in 
mid-December to celebrate the completion of its 
new and larger showrooms at 362 Fifth Avenue. 
The new showroom gives space for the display of 
the firm’s newest subsidiary, Webb’s English 
crystal, in addition to the other lines, Royal 
Crown Derby china, Viners of Sheffield silver, 
Poole Pottery and Carefree Products. 


FA FI ERS L[AR KEYSTC NE FFEBR ARY 1958 


om INC., of Trenton, N. J., manufacturer 

of the official White House china service since 
1917, has presented eight pieces of the ware to 
the Truman Library Museum. They are dupli- 
cates taken from the 1,800-piece service made tor 
the White House during the Truman administra- 
tion and first used in 1952 at a dinner for Queen 
Juliana of the Netherlands. 


JERMANN BONGARD, of Norway, and Erik Hog- 
lund, of Sweden, both glassware designers, 
have been awarded the seventh annual Frederik 
Lunning prize for talented young Scandinavian 
eraftsmen. The competition is sponsored by 
George Jensen, Inc., of New York, which was 
founded by the late Mr. Lunning, and the awards 
were presented on the anniversary of his birth, 
Dec. 21. Mr. Bongard, who also works in stainless 
steel and faience, is associated now with the 
Hadelands Glassworks; Mr. Hoglund is with the 
Boda Glassworks, in Sweden. 
aioe BROTHERS, INC., Boston import house, 
— gave a Danish breakfast Dec. 19 at the Copen- 
hagen Restaurant, New York, to introduce the 
new Voss line of Danish enamel cookware. Mod- 
ern in styling and brilliant in color, the line was 
designed by Henning Seidelin, and produced by 
Ernest Voss Fabrik, Ltd., of Fredericia, Den- 
mark. The Schmid firm will be exclusive importer 
and distributor in the United States. 


MERICAN ALLIED CO., of New York, has been ap- 
“4% pointed sales representative for the Washing- 
ton Co., of Washington, Pa., for its new line of 
hand-decorated glassware, ovenware, and novel- 
ties designed by Belle Kogan. Harry and Irving 
Levine will supervise the line. 


EO BERNER, of the Brack Shops, Los Angeles, 
has been appointed sales representative for 
Ardalt Imports, Inc., of New York, in California, 
Washington, Oregon, Nevada and Arizona. Mr. 
Berner was formerly a buyer with the Famous 
Barr Co., of St. Louis, and the Harris Co., of 
California. 


ee. New York antiques distributing 

house, has appointed the following new sales 
representatives: Knapp & Tubbs, Inc., of the 
Merchandise Mart, Chicago; Charles J. Eisen, 
Denver, Colo; and Brackenridge & Taylor, Los 


Angeles, Cal. ges 
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® A box number when used in ad counts “om hoor pion 5 | 
as five words, that is, “Address #13, ployed; prefer metropol 
No Agency Commission. care of J C-K.” address L., 3008, — 
TOP SALES. \ ) vei experien: 
yhas redit jewelry bus 


tions count as words. ae 
extra to cover postage must be enclosed. 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 


i 
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window trin 





jews 
an Lé years in th wholesale 
MANUFACTURING jeweler, engraver, and retai , seeks position with ad 
diamond setter, salesman, I ears ol ancement opportunity in ‘eputab!l 
married: G. I. A. student ish to re- 
locate with first class s south or 
west: address “F., 3518,’ care of JC-K. 


credit store; : ; id ti alesman 2 
of taking full SALESMAN; excellent following, seeKs alize diamonds and wasehas 12 
osition metropol- volume stone ring line, New England, redait V 2 experience, pr 
’ ¢f JC-K. New York, New Jersey, Penna., Md. ; manac loinge $100.000 vearlv: famil\ 
must have active acco ;; address +) lovely children; supervisors 
““>., 3604," care of JC ‘“Aanacitr inlin ited have incentive, 
ceeks travel: ires: “B.. 38605.” « 
ates ; DIAMOND buyer and assorter with 10 
L.., vears experience in Antwerp and New 
York, excellent background, seeKs posi- man with know how to 
tion with diamond house; address “T., vatch bat into a dianmond 
5626," care of JC-K. liv man, ag De l2 year 
| phases, selling, 
; previous in own retail 
business; presently emploved 
ye We iry tore: would 
personal interview 
vy Jersey preferred 


care oO 


are 


country’s 
inspectors, de- 
o>; Wm. S. ice ager full 
Memphis, ” charge, payroll, taxes responsible, ex- 
capable lS years’ experience 

weler ex- 

SS,”’ care 


iKeé 
are of JC-K. 


PRODUCTION & factory manager; fully 
experienced production scheduling and P 
MANAGER, salesman, appraiser; ‘ ——"s 7 “» a age oe it eee Lines W anted 
. . ‘ ladies bridal sets, gents rings, princess 
leased diamond and fine jewelry de- rings: tool room & casting room super- 


partment: now with largest chain vision; “382,” care of JC-K sea —- 
in the country; $10,000 plus; ad- mo pd northy est oe mpgs sas an 
= = ee . . , ’ oe = > _ - — \ th ¢ celient LOLLO nz, ants 1e@ OT 
dress ad 2251” care of JC-K. DIAM* IND man, number of years experi- low priced lever and pin lever watches 
ence assorting and appraising; select- “ pg . a 
ing stones for rings; fill orders: with address “H., 3610,” care of JC-K 
WATCHMAKER, competent, reliable, 25 large ring manufacturer; references , MAN wants small good lines for lo 
eels . i tig : et Re New York City preferred: address MAN Want mali good iines ft local 
yea seehgor ean American experience, “OQr area f JC-K and nearby department, credit stores 
New York S59, CAFS OF JuUrh. and chains thoroughly experienced ; 
ddress "P., 9999," | address “K., 3567,” care of JC-K 
EXECUTIVE salesman with 22 years ta 
thorough business experience; certified LINE to catalog houses with four colo1 
Gemologist title A. G. S.; also light insert or glossies ; familiar with all mid- 
MANAGER, salesman; executive ability, jewelry repairs and plain engraving; west catalog outlets address “‘L... 
25 years experience ; all phases jewelry available now to Registered jeweler 8601.” care of JC-K. 
business credit, advertising, merchan- firm: address “V., 3619,” care of JC-K. 
dising; desires affiliation with reliable SALESMAN. excellent following : fine 
arn address “J., 3577," care of JC-K. WATCHMAKER, mechanic and jewelry jews ry stores ; Kastern States includ- 
repairer from Poland on visit; 20 years ing New York City; seeks fine watch 
experience, single, 


} 


position 


) 
. 


; : 9 vears , line: address ‘375, care of JC-K 
DIAMOND buyer, 33 12 years experi- 12 year: old ; well | 
eT ntly employed large im educated and energetic: speaks only 
TICS | s } , ] 2 lz ve o : ‘ | Ph “ry? ‘ . ‘ . aalkec p Pi y . 
rt ‘tunitv knowledge Polish; will locate anywhere; address COLLECTOR - SALESMAN seeks better 
por eek oppor me ed on - a “920”? care of JC-K. compact diamond ring line key cities 
4 A. mer e Te » at New York to Kansas City draw 
care Oo " U- ». . . “4 YY i Tf ( ) ry iceig -efere "© ho j- 
SALESMAN, buyer, assorter, inside man; mg id , ogy haa mee r f CLK 
‘ . ‘ : 4 alrite’, « Ur ess ~~ a) at 4 , , ‘ ” 
. ; . age 30, married, 12 years experience in ’ “ 
DIAMOND man, good following, nine diamonds and jewelry field; college ve eT 
ee ' . al} aa . ; ae > MFG. Rep. with established following 
years experience; will represent cutter graduate, speaks French, German, Port- Mca tn Chicas pane lc th + Plead 
memora ndun basis . pre ter to specialize ugcuese: address ad 4 ; ye A care of ’ qs at) "y ABO peg oe i€ aie com 
in lares< sizes: sen Nason. 106] E. JIC-K. oo pine | en aa me ae ‘akan? ” 
. 2 : - - > i re ‘Ty ce ¢ "eS Pde 
Blaine, Seattle, Wash er wus Sy rh L\aaress 
—— ; care of JC-K. 
= OFFICE Manager, thoroughly qualified in 
WATCHMAKER, young man, 10 years all phases of watches and jewelry; 35 SALESMAN: 10 years experience, desire 
retail store experience take charge years old; male; speak French and to represent one reliable manufacturer 
department, sales; New York City resi- Italian ; available immediately in metro- to cover BD. C., Virginia, Maryland 
dent: will relocate right opportunity ; politan New York area address “G., draw against commission basis; ad- 
address ‘379,”’ care of JC-K. 376,” care of JC-K. dress “‘K., 3585,” care of JC-K 
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SELF-EMPLOYED salesman, substan- 
tial following, is interested in NEW 
YORK manufacturer of fine and 
original 14K quality jewelry, except 
watches; address “381. care of 


JC-hk. 


EXPERIENCED salesman; top retail 
following, Boston to Washington 
including New York metropolitan 
area, interested short exclusive 14K 
jewelry line; reputable firm: ad- 
dress “RK. 3500." care of JC-K. 


ij 

abo 
ewelry 
arrings. 


Michi- 


NAS, OKLAHOMA, LOUISIANA AND 
VICK ANSAS, representation available: 
rite Tola ° blieweeds, Southwestern 
' , \ssociation, 
ixecutive Director, 
Dallas, Texas 


selling gold jewelry to 
and department stores 
mtario and part province 
non-conflicting line; 
elry ng mar- 

ete; ad- 


SALISMAN eriiney Ie l lewelers iD 
roximately 3 vears : king iddi- 
nal noncont ine biti row’ carry 


p) 
ing diamond mounted goods covering 
New York, New Jersey, Pennsylvania, 

nnecticut, Ma ! tt VMetropoli- 
tan New York address i * 3s. 
ire of JC-K 


| 
acnuse 


WANTED bv Boston and New wnngland 

alesman with fine silver background, 

od established plated hollowware 

to carry with sterling line follow- 

with retail jewelers and other vol- 

Ime users must be competitive and 

good quality line that sells address 
\] 3607. care of JC-K. 


FIRED paying drawing accounts to 
unproductive representatives? Let 
me alleviate your problem; | am a 
top flight salesman, at present car- 
rying one of the industry’s major 
lines, with extensive following 
among credit and fine stores and 
have an opening for another good 
line; if you can use an experienced, 
successful, hard-hitting young man 
to cover Penna., Md... Wash., D.C, 
and Del.: address “J, 3630. care 
of JC-K, 


GOLDEN opportunity for manufac- 
turers; one of the nation’s highest 
ranking representative covering 
Eastern states, New York to Michi- 
gon for the past 30 vears; traveling 
35 weeks a vear; desires gold, 
platinum, diamond lines, emblem 
merchandise, traveling clocks, 
watches and promotion goods; has 
most powerful connections in the 
country with jobbers, department 
stores, credit and discount houses, 
large retail stores; vou cannot fail 
with this five star salesman; com- 
mission basis; what have you to 
offer; address “I, 3566.” care of 


JC-K. 
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Side Lines 


compact Sample 
dia. onyx r 


n basi 
JC-K 


carry smal! line in 
jewelry, 11 


“M., 


WATCH salesmen to carry our small 
line of fast moving 7 and 17 jewel 
Accro Bond promotional watches; 
write or call; Accro Watch Co., Ine., 
20 W. 47 St... New York City. 


REPRESENTATIVES, South, Southwest 
and Pacific Coast territories open; sell 
ladies gold ring mountings: commission 
basis: J. Abraham & Son, 7 W. 45 St., 
New York. 


RELIGIOUS ce 
aiesman I 
gious 


SALESMEN wanted for 1958, for 
Southeast, and Middlewest to carry 

of gold and platinum mountings 

manufacturer established 30 years with 
undreds of accounts address ‘“*M., 

5442.”"" care of JC-K. 


| 


SALESMEN with following wanted for 
broad line of mens and ladies billfolds: 
10% commission; references and per- 

information desired: Silon Prod- 
Inc., 406 Elm St., Cincinnati, 


SALESMAN that calls on jewelry stores 
if you have an opening to sell wedding 
rings, ete., we have a wonderful op- 
portunity on a commission basis: write 


in detail address ‘“S.. 573 care of 
JC-K 


SALESMEN wanted, tapered watch bands, 
small, compact line: reputation well es- 
tablished ; presently being used by fa- 
mous watch houses; require men with 
following better jewelers address “V 
3043,"" care of JC-K 


SALESMAN wanted to represent estab- 
lished gold ring manufacturer of ladies’, 
men’s, boy’s and children’s colored 
stones and signet rings: selling to 
wholesale jewelers on commission 

basis: address “B., 3588,” care of JC-K. 


AVAILABLE February 10 for top West 
Coast man, Mfrs. 14K struck handmade 
newly designed competitively priced and 
tested line of charm chains and brace- 
lets: submit details: address ‘“W.., 

”" eare of JC-K. 


SALESMAN to carry manufacturers line 
of ladies i4K stone rings, 14K crosses 
to the jobbers and chain stores on com- 
mission: Chicago: man for Pacific 
Coast: references: address “C 3571.” 


care of JC-K. 


SALESMAN with retail jewelry and 
department store following; to carry 
a compact (10 half tray) line of 
stone rings, zircon rings and wed- 
ding rings; fine opportunity with 
future: commission and bonus; ad- 


dress “R, 3618.” care of JC-K. 


LEADING manufacturer of complete 
jewelry box line in plastics, velvets, 
ete.; outstanding for quality and 
stvle; has territories open for sales 
to chain store, jobbers and better 
retailers; steady commissions; ad- 


‘A. 3581." care of JC-K. 


dress 


lla Ths 
ine reputation 


we SCE K mel 


ivpil 
stores 
1d gents stone nt 
pearl rings, cuff inks 
tate experience, reterenct 


ess C.. 3564, care 


an, with expe! 

r in San Francis 
aveling through fa! 
; set ladies diamond 
latinum and gold cases 
-elling wholesal: 
address 383 


SALESMEN wanted—all sections, with 
extensive following among jewelry 
stores, small manufacturers and re- 
pairers, with a complete and na- 
tionally known line of gold, gold- 
filled and silver findings; send for 
catalog; National Findings Corp.., 
125 W. 45th St... New York 36, N. Y.. 
Judson 6-4842. 


SALESMAN opportunity with progr 
sive firm for progressive sales repre 
sentative 1 sell his established follow- 
ing of out-of-state manufacturers and 
iobbers selection of tapered baguettes 
and baguettes on commission basis 
ideal for person already carrying plat 
num and gold mountings; address “W 
ro7>,”’ eare of JC-K 


TOP MEN with proven sales records 
to sell the finest line of quality 
leather watch bands in the country 
to A-l jewelers and department 
stores; outstanding companion line; 
complete but compact; expansion 
and new ideas allow us to offer 
choice territories to real salesmen on 
a liberal commission basis; state 
full details in first letter; address 


“S. 3544.” care of JC-K. 


WONDERFUL opportunity for sales- 
man covering retail jewelers and 
department store with non-conflict- 
ing line; will represent a well estab- 
lished manufacturer of fine quality, 
(priced to sell) ladies and gents 
stone rings, cultured pearl rings 
and wedding rings: liberal com- 
mission plus bonus; state experi- 
ence, territory covered and line now 
carried; address “R, 3617,” care of 


JC-K. 


(Continued on page 176) 





Help Wanted 








'CCESSFUL manufacturer of rings, es- 
tablished 300 seeks salesman 
partner with large following: address 
“M., 3443,” care of JC-K 


JEWELER possessing the knowledge of 
operating a small shop: give informa- 
tion in detail in first letter: address 

“S., 3572,” care of JC-K 

setter ior trade 

permanent; state age, 

Salary ex per ted : address 

3600,” care of rie 


JEWELER, diamond 
shop in Ohio; 
experience, 
a 


SALESMEN : wanted for complete line of 
pinlever watches, as side line to dis- 
tributors, dealers and retailers; address 


, 


“*M., 3555,” care of JC-K 
CREDIT jewelry salesman and capable 
assistant; central Ohi write in con- 
fidence, give age, experience in first let 
ter: address “K., 3582," care of JC-K 
ONE OF the oldest cultured pearl 
importers with national reputation 
seeks dependable jobbers for dis- 
tribution of their line; address, “B, 


3632.” care of JC-k. 


SALESMAN for Pittsburgh and Tri- 
state area: established accounts: 
Admark line of Searab iewelry and 
Dise Jewelrv: Admark. 714 Sansom 
St.. Phila. 6, Penna. 


MATERIAL picker trained ji oth Swi 
and American material! full in- 
formation in t Davidsor 

Jewelers Supply, Box 71 San Dieg 

Calif 


: ' 
Mrst letter 


i 


SALESMAN: ladies Gold watch case line 
plain and diamond set, with following 
among importers f movements and 
mail order houses: address “A., 3583," 
care of JC-K 


COSTUME Jewelry 
with foll ing 
for fast growing concern 
non-conflicting lines ad 
c 


care of JC-K 


facturing jewelers able to 
do all k of repair and special order 
work ; » Stone setting in a retail 
jeweiry permanent position 
reply all information in your first let- 
ter: address “W., 3: " eare of JC-K 


WATCHMAKER, experienced five day 
week : idea! working conditions in 
Northern Ohio City, permanent job 
state age, experience 
in first letter 


of JC-K 


Saiary expected. 


address R 2165, care 


WATCH salesman with a following. 
for fine watch line, calling on qual- 
ity jewelers in the Midwest terri- 
tory; salary. commission and ex- 
penses; state experience, references 
in first letter; address “D. 3623,” 
care of JC-K. 


MASTER watchmaker for exclusive jew- 
elry firm in beautiful San Juan, Puerto 
tico: summer climate year round: two 
weeks paid vacation annually: $125.00 
per week; top job for top man: pleasant 
conditions and top clientele: write Box 
1458, San Juan, Puerto Rico 

MASTER jeweler-setter for exclusive re- 
tail jewelry firm in beautiful San Juan, 
Puerto Rico: year round summer cli- 
mate: two weeks paid vacation an- 
nually: desire creative ability and long 
Furopean type experience write Box 
1458, San Juan, P. R 

ASSISTANT to owner of medium sized 
credit store: capable, sincere, ambitious 
man will be offered exceptional oppor- 
tunity: write complete details in confi- 
dence to Saniel’s Jewel Box, 270 Main 
St.. Poughkeepsie, N Y or phone 
Globe 4-1189 
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YOUNG MAN-— if you can furnish highest 
references, experience is secondary; 
our firm sells fine diamond jewelry to 
quality retail stores opportunity to 
learn business and advance rapidly if 
qualified, as there is only one other 
employee '- address “O . Sart +.’ care oft 


JC-K 


. 


SALESMEN to retailers wanted: clock 
and watch salesmen with retail follow- 
ing wanted by importer of popular 
priced 17 jewel Swiss watch line with 
outstanding features and imported 
clocks; alarm, boudoir, 400 day and 5 
year clocks; address “B., 3615,” care oft 
JC-K, 


JEWELRY store manager; experienced 
in operating retail credit jewelry 
store in middle west, doing over 
$250,000.00; top salary, based on 
drawing account and percentage of 
volume or profits; replies strictly 
confidential; address “R, 3616,” 


care of JC-K. 


ENPERIENCED salesman for high type 
Wisconsin credit jewelry stor splen- 
did opportunity for nice appearing 
personable, top flight salesman i! 
clude references, picture, salary de 
sired, experience and other details in 
first letter Address G., 629 care 
of JC-K 


WATCHMAKER: growing suburban jew- 
elry store looking for conscientious 
watchmaker who is interested in taking 
full responsibility for watch repair de- 
partment: unusual opportunity for 
right man: salary open depending on 
jualifications; address “D., 3569 care 
of JC-K. 


"ATCHMAKER—experienced with Indi- 
ana license; permanent position 
straight salary; pleasant working con- 
ditions, employee benefits, opportunity 
for advancement; sales experience help 
ul: send photograph or snap shot; list 
jualifications and references in first let 
i 


a 


er: address ‘“H., 3561.’ care of JC-K 


‘REDDIT jewelry store manager; in- 
dependent store, 125,000 popula- 
tion; 100 miles from Chicago; re- 
quires seasoned man to assume full 
responsibility; through credit ex- 
perience; good salary, plus profit 
sharing: opportunity to invest after 
proving ability; address “E, 3628.” 
care of JC-K. 


AGGRESSIVE salesman to feature na- 
tionally advertised religious jewelr>s 
line; complete and competitively 
priced; desire man who can offer 
extensive coverage in Ohio and 
western Penna.: many active ac- 
counts: 1214% commission: side- 
line permitted; address “L, 3622,” 
care of JC-K. 


sALESMEN: importer of nationally 
advertised one jewel watches; add- 
ing to our sales organization; have 
open territories in South, Central 
Middle West. Southwest and New 
England: give detailed antecedent« 
in first letter: our men know of 
this ad: all information kept in 
strict confidence; address “T, 3612.” 


care of JC-K. 


"ATCHMAKERS and department man- 
agers: openings in leased watch and 
jiewelry repair departments in leading 
department stores throughout country 
old established company seeking only 
men interested in permanent positions 
excellent working conditions: high pay 
state age, experience People’s Watch 
Repair Company, 120 Summit St To 
ledo, Ohio 


ALESMAN tor long P stablished 7 hole- 
sale jewelry house must have experi- 
ence mn calling on retail jewelry trade 
in central states and be free to travel; 
permanent connector ind pleasant 
working conditions for man with ability 
and willingness to work hard for good 
compensation please give complete de 
talls in application which will be con 
sidered confidential ; addres K.. 3557.’ 
Caf&re of JIC-K. 


-ETAIL salesman wanted; South 
est diamond merchants with cas 
eration offers excellent opportun 
man well experienced in elling 
jewelry and diamond thi pe 
offers exceptional salary and b 
rangement to right mat if 
qualified and desire to better 
come write full qualific 
perience to ad 3562.” care of 


ALESMAN, full or part 
exclusive high stvied line 
ladies bracelets earring and 
uff links, tie bars beautifully 
now calling on jewelers obb 
shops and other: all tate 
territory covered, percent 
above Stores called 
elf: The M-P Co IS 
Ohio. 
‘ALESMAN;: nationally known New 
York manufacturer of platinum and 
gold ladies’ diamond rings, and 
watches, seeking experienced and 
representative man to take over well 
established territory in key cities of 
middle west and east; write previ- 
ous experience and earnings; strict- 
ly confidential; terrific opportunity 
for right man: address, “292” care 


of JC-k. 


SALESMAN torepresent Preisner 
Silver Company; sterling and art 
Silver Company plated hollowware 
in the smaller towns and cities of 
California. Oregon, Washington, 
Idaho, Montana, Utah, Colorado and 
Nevada; no objection to non-con- 
Hicting sideline. Reply to Preisner 
Silver Company, P. O. Box 398, 
Wallingford, Connecticut. All re- 
plies held confidential. 


SALESMEN nationally Known diamond 
ring nouse adding to our sales organi 
zation; require two salesmen, on: for 
<outhern territory and one for New 
England men with established retalii 
following only need apply liberal com 
missSlons qarawingek against comn Sion 
vive thorough antecedents 1 first let 

ter all information Kept lt con 

fidence; address “R 

JC-K 


E ARE seeking a top representative, 
who has a strong following among 
the better jewelers and chains in 
the South, Southwest and Middle- 
west: we are one of the leading 
manufacturers of an expensive line 
of ladies’ and gents’ stone rings, en- 
joyving an excellent reputation as 
well as the respect and confidence 
of the best retail jewelers in the 
East; K. S. K. Jewelry Co., Ine., 
15 W. 28th St... New York City. 
SALES representative wanted for na- 
tionally known line of low priced 
ladies’ and men’s one jewel watches; 
must have strong following with 
volume users including department 
stores, chains, wholesalers, catalog 
houses, etc.; will consider represen- 
tative already calling on trade with 
non conflicting lines; commission; 
two territories are open (1) Ne- 
braska, Iowa, Kansas, Missouri, 
Southern Illinois (2) Kentucky, 
Virginia, Tennessee, Mississippi. 
Alabama, North Carolina, South 
Carolina, Georgia, Florida; address 


“H, 3609,” care of JC-K. 





MONEY-MAKING line for jewelry sales 
men retail following; sell patented 
Vari-Gem ladies and gents gold stone 


rings; the only stone ring line where 


the retail jeweler himself can _  inter- 


change and securely reset a variety of 


birthstones, pearls and onyx stones 

a Vari-Gem ring in 60 seconds: com- 
pact line; dynamic sales producing pro- 
motion program; excellent commission ; 
Territories open Illinois, Wisconsin, 
Minnesota, New York State, Penna., 
Maryland, Washington, D. C., Virginia. 
West Virginia, North Carolina, South 
(‘arolina, Georgia, and Florida pro- 
tected territories ; supply references 
and experience confidential David 
*feffer Co., Inc., 106 Fulton St.. New 
York, N. Y 


For Sale 


Stores, Steeks and Businessce 





ee _ - — 
~ ———— — ——_-— — 


JEWELRY store for establishe: 
years; Plank & Co., 209 Main 
Davenport, lowa. 


HIGH profit, small power? store in 
Southern California City worth 
000; will take $11,800 cash: due 
ness; address “J., 3579," care of 


JEWELRY Store established 89 years, 
eentrally located in New York City 
owners desire to sell complete; address 
"a 3997,"" care of JC-K. 


FOR SALE or for rent, completely 
equipped casting room for gold or sil- 
ver casting: address ‘“H.. voOS, care of 


JC-K 


WATCHMAKER For Sale materials, 
equipment, good will, with opportunity 
to continue location: former owner de- 
eased ; write Watch Shop, 1324 Sixth 
Ave., W. Bradenton, Fla 


SMALL jewelry store centrally located in 
down town Orlando, Florida plenty 
repairs, rent very reasonable, fine clean 

i. sete. 


stock, $5,000 cash; address “K. 
care of JC-K 


‘ENTRAL Florida modern jewelry store, 
for sale long established, industrial 
city, stock fixtures $12,000 cash ill- 
ness forces sale address “C., 3596,” 
care of JC-K 


A profitable cash jewelry store, A-1 down- 
town Miami location; $15,000 min. in- 
vestment, owner must sell because of 
sickness: write Joseph J. Chessman. 
IS S. KE. 2nd Ave., Miami 32, Florida 


EXCELLENT opportunity to buy manu- 
facturing jewelry business in New York 
City; established over 42 years, with 
active accounts; very ee ad- 
dress ‘‘M., 3584,” care of JC 

TTENTION watchmakers or jewele rs ; 

jewelry and card shop for sale 

ventory approximately $10,000: ; 

lent opportunity for man and wife: 

write Lamb's, 681 Central St St 

Petersburg, Fla 


FLORIDA money maker watchmaker 
and wife, store complete with stock, 
tools; am retiring from business, due 
to other interests real buy write, 
August Petker, 62 Ridgewood Ave 
Holly Hill, Florida 


EWELRY store North coast of Cali 
fornia: established store in 
area; long term lease available: inven- 
tory $25,000, can be reduced: retiring 
due to age; address ‘“H., 3599,” care of 
JC-K 


oldest 


WHOLESALE jewelry: long and well es- 
tablished handling top lines enjoying 
excellent reputation; over two hundred 
accounts; fine opportunity to expand 
fast growing prosperous southwest: ad- 
dre ss “J., 3611," care of JC-K. 

WELL established jewelry store: rare 
opportunity for highly trained watch & 
clock repair man: owner wishes to re- 
tire; reasonable; excellent location sub- 
urb of New York; address “‘W., 3552,” 
care of JC-K 
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RARE opportunity to acquire _ fully 
equipped jewelry Mfg. shop; 5 seats 
and office space; established business 
on W. 48th St., N. Y. C.: the nominal 
price will amaze you; present owners 
must retire, due to age; address “‘A., 

965,"" care of JC-K 


EXCELLENT opportunity for watch- 
maker; jewelry store and good repair 
business established seven years: store 
building 14’ x 27’, and six room house 
on same lot in neighborhood business 
district; price $16,800: owner desires to 
move to California: write Owen Cleven- 
ger, 114 E. Markland, Kokomo, Indiana 

FT. LAUDERDALE, 
new modern, air conditioned jewelry 
store for sale: strategic location with 
heavy foot and vehicle traffic: excellent 
parking; year round business; reason- 
ably priced at $27,500 with terms to 
qualified party; Town Properties, Inc 
sears Shopping Center, 921 N. Federal! 
_ Highway. 


Florida: excellent 


JE WELRY store, camera shop and type- 
writer sales, only one in town on U.S 
highway 40; many available franchises, 
Bell & Howell, Polaroid & Argus C 
eras; Railroad watch inspector 
healthful climate in ranc hing-mining 
area; inventory about $20,000: can re- 
duce; rent only $85.00 per month 
apartment in rear: books open, 
pictures if interested; address Box 856 
Lovelock, Nevada. 


For Sale 


Tools, Equipment 


FOR SALE; Seth Thomas Street Clock 
2 dials excellent condition; manual 
wind; picture of clock and particulars 
upon request; N. Mack, 786 Broad St., 
Newark, N. J 


_ Business Opportunities 


tVE R Y EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 











ANTHONY J. GREGORY. Auctioneer. 
6748 No. Ashland. Briarcliff 4-7303., 
Chicago 26, Ti. 


SAMUEL GANSBE RG > will buy your sur- 
plus or entire stock and fixtures: hi 
est prices paid; bank and trade 
ences; write 15 Maiden Lane, 

York, telephone Rector 2-6565. 

CONSU LT M. Y. FINKELMAN, 29 E 
Madison, Chicago: since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 

GORDON BROTHERS, 
largest 
jewelry stores 
the country; 


oldest and 
cash buyers of complete 
and surplus stock in 
established in 1903: 
for details see our advertisement on 
page 33. 


COLMES AND BRILL. 


auctioneers- 
sales specialists; 45 West 45th St.. 
. Y¥. C., over 35 vears successful 
retail or auction sales for jewelers 
throughout the country: highest 
references; see our ad page 110. 


YOULL Denne the name of this Rvs 
wire, promotion minded,  cash- 
credit store: an institution in Brook- 
Ivn: everything is here, step right 
in, the price is right; address “G.., 


3532.” care of JC-K 


SAMU EL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to vour advantage: bank and trade 
references: Write 54 Lisnenard St., 
New York: Telephone Canal 6-5233. 


HAVING Business Problems”? Need cash ? 
You can solve all these by running re- 
tail or auction sale or combination of 
both ; we also buy your stock for cash 
no stock too large or too small Bb 
Schwadron, Jama ic a <Ave 


Queens, N. Phone Hollis 5-3335 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services ; also buy stores for cash ; 
write, wire or telephone Longacre 


i388 


& G SALES CO., West's leading jew- 
elry liquidators will buy your store for 
cash or raise the cash you need by 
auction or any kind of a sale best 
suited for your store; no obligation 
write, wire 96 Fremont Place, Los An- 


geles 5, Calif phone Webster 38-1106 


\RE you planning a sale this year? I 
have openings for about three addi- 
tional sales; I furnish additional mer- 
chandise on consignment; I do all the 
work myself write for my terms; best 
references: Harry I. Jacobs, 226 S.W 
Sth Ave., Miami, Fla. 


RARE opportunity; downtown Manhat- 
tan financial district, heavy traffic area ; 
modern appliance and television store, 
will rent space to live-wire with full 
line of jewelry, watches, etc unusual 
proposition to right party ; gr ve ofa 
lifetime: Mr. Berman, Bright's Corners, 
44 Cortlandt St., New York City. Cort- 
landt 77-3131 


DIAMONDS are everybody's best friend ; 
leading New York diamond cutter otf- 
fers you an excellent opportunity to go 
into ‘business for yourself; attractive 
financial arrangements will be offe red 
the right men: write a brief resume of 
your previous business experience to 
Mr. Jack Blauweiss; all « rrespondence 
confidential. 22 W. 48th St., N . 26, 
N. ¥ 


A MARTY MILES SALE guarantees quick 
action-cash profits; our service costs 
vou nothing; testimonial letters from 
hundreds of jewelers prove the cost ol 
each sale is turned into a profit by ter- 
ritic extra volume of sales profit wise 
our efforts produce for you; every sale 
is careful ily analyzed, planned in ad- 
vance and is under constant supervision 
of our executive staff; you can afford 
the best; write, wire, phone Marty Miles 
Sales Inc., 910 N.E 136th Street, Miami, 
Florida; phone Plaza 1-2885 


DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave.. New York 19, N. Y. Telephone 
PL 7-4693; see page 119 for addi- 


tional details. 


IE WELERS auctioneer: two successful 
close-outs during November, De- 
cember, °57; now liquidating old 
store in Nebraska; have buyer for 
well established jewelry store in 
Middlewest; will come and see you 
at our expense; compare our terms 
for complete liquidation with that 
of others; remember we’re offering 
strongest combination of auction 
talent in America; write or wire 
for references and terms; Jack 


Dickinson, Wahoo, Nebraska. 





(Continued on page 178 ) 





(Continued from page 177) 





JEWELRY - CHINA-OBJECTS D/art 
auction service; a professional long 
experienced liquidation firm of pro- 
fessional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and (fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer: we hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer; Thomas J. Faussett, 
Howell, Michigan. 


eeiomcr mmm tn et nee nmr 
Wanted to Purchase 


WANTED: established jewelry store, lo- 
cated in Florida: cash ty tore with 
name brand lines at ‘onsider store 
in southern Georgia or Alabama: indi- 
vidual; will pay cash replies con- 
fidential; address “‘H Jo,’ care of 
JC-K 


WILL BUY STORE FOR CASH: must be 
prestige cash store with established 
reputation; no bonus or premium for 

od will, but will pay a fair and hon- 
st price with no chiseling or haggling ; 
-onfidential, of course; Charles Shane, 
Jr., 234 Euclid Ave., Cleveland, Ohio 

SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes: used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything vou cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands: refer- 
ences, Dun & Bradstreet: S. W. 
Hora, 1810 Netherwood Ave.. Mem- 
phis 14, Tenn. 

SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry: check 
by return mail subject to vour ac- 
ceptance; we have unlimited capital 
for this purpose: established since 
1919; for references, Michigan Ave- 


nue National Bank of Chicago and 
Jewelers’ Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Hlinois. Ran- 


dolph 6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for vour 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s Dept. K. 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trad 


SRSONAL Watch Service: one man 
shop need two or three particular 
customers; Wwatchmaster, position tim- 
ing; Stan Weinstock, 580 5th Ave... Rm 
900, N. Y. C. 36. N. VY 


BOSTON, MASS.: expert and guaranteed 
watch repairing: watchmaster tested 
prompt service, prices on request: mail 
orders invited. David Migdal & Co, 
109-3 Summer St., Tel. Hu 2-9547 


FINE watch repairing for the trade 
work guaranteed for 1 vear: 3 
days service ;: Watchmaster tested 
sonable prices A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, I]] 


WATCHMAKER desires extra work; all 
work timed, tested and guaranteed; 12 
years’ factory experience reasonable 
prices; address Carl Zoeller, 4344 Clif- 
ford Rd., Cincinnati 36, Ohio 

QUALITY jewelry and watch repair- 

ing skillfully performed; fast, ac- 

curate service our specialty: yvour 
trial shipment and inquiry solicited; 

Oscar Aron, 62 West 47th St., New 

York, N. Y. 


HAVING WATCH REPAIR TROUBLES?” 
(;uaranteed repairs by experts: Chron- 
ographs a specialty: Send for price 
list or trial parcels solicited Address 
Dawson & Law, 14256 Southfield Rd., 
Detroit 23, Michigan 


, 
, 
| 


EXPERT watch repairing, one vear guar- 
antee—fast service: cleaning & over- 
hauling $1.75, cleaning & balance staff 
$2.75: cleaning & MSP $2.50. Precision 
Watch Repair Co., 817 Sixth Avenue 
New York 1, N. Y. 


COMPLICATED watch specialists; fine 
watch repairing to the trade; fiVve day 
service; all watches timed, tested and 
ruaranteed; 25 years’ experience. Stu- 

dio Watch Service, 1510-20 East Dela 

ware Place, Chicago 11, Ill 


DEPENDABLE watch repair for the 
trade; good clean work and good ser- 
vice; experienced official R. R. inspec- 
tion and repair, G. T. W all watches 
timed and tested and workmanship 
ruaranteed M. L. Hall, 719 E. Third 
St.. Flint, Michigan 





REACT ROI HS 





To Let 


SPACE for rent: engraver, watchmaker, 
diamond or jewelry broker; reasonable 
rent: light office; 9 Maiden Lane, call 


)O¢ 


feekman 3-3398. 


STORE for rent, Miami (Opa-Locka), 
Fla., in largest shopping centre of 
its kind, 900 to 4200 sq. ft., park 
450 cars, pop. over 23,000 and 
growing; interesting proposition to 
right party; owner; address “S, 


3503.” care of JC-k. 


| AAR ERIN? IRAE ANE tA NE PONE SOND LES IO SAAS EY TAB 
Special Order Work and 
Repairs for the Trade 


BINOCULARS repaired, all makes and 
models: also telescope rifle scopes, 
opera glasses, barometers authorized 
Bausch & Lomb, Zeiss, Hensoldt, Bush: 
nell dealer. Tele-Optics, 5514 Lawrence, 
Chicago 30. 


COMPACT mirrors replaced; fast, eco- 
nomical service; mail compact to 
us; we replace mirror and return 
within several days; send no cash; 
we mail C.O.D. unless otherwise 
specified; average replacements 
$1.25; we also replace broken mir- 
rors in make-up kits, hand morrors, 
ete.: Enterprise Glass Co., Inc., 401 
E. Wayne St., Fort Wayne 2. Ind. 


Miscellaneous 


NEWMAN & MARCUS, 5 S. Wabash, Chi 
cago, Ill: announce termination of 
partnership as of Dee 24, 1957, and 
henceforth the principal partners, Max 
Marcus & Joseph Newman are responsi- 
ble for individual contract and debts 





Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad:_ 





ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Regulations 


ALL ORDERS: CASH IN ADVANCE 






































Please check if box No. Wanted [)Name (Please Write Plainly) 
Enclosed is Check [] or Money Order [JStreet ..... 
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OF PROPHETS AND PROFITS THIS YEAR 
° The art world was mystified last fall when China’s 
greatest contemporary painter was gathered to his 
fathers. Chi Pai-Shih had solemnly declared that his 
age was 97. However, the official records showed he 
had lived but 95 years. 

Why the discrepancy in the number of birthdays? 
His friends knew and understood. It seems that early 
in 1937 a fortune-teller had warned the artist to beware, 
because his 75th and 76th years would pose most serious 
problems! So Chi Pai-Shih immediately added two 
years to his age—and went unharmed through the pre- 
dicted period of misfortune. 

Perhaps the simple Oriental logic of Chi Pai-Shih 
contains more than a grain of wisdom for American 
businessmen today. For merchants are hearing some- 
what depressing news these days from their own brand 
of fortune-tellers. Nearly every Nostradamus of Wall 
Street looks with sadness upon business prospects for 
the next six months. “It is generally believed,” one 
prognosticator predicts, “that store sales for the first 
half of the year will be below those of the 1957 period.” 
Many fellow-seers agree. There is light ahead, they 
concede, but they don’t expect times to become much 
better until July. “There is every possibility that the 
recession we are now undergoing will end by mid- 
1958." one prophet observes. “Then the nation may 
resume the rise in production, income and stock prices, 
and all the other paugces of economic well-being.” 

In other words, we're told, American business faces 
gray days until July 1. Why can’t we borrow some of 
the wisdom of Chi Pai-Shih? He serenely bypassed his 
predicted hard luck. He acted as if his troubles were 
in the past and they were. He continued to paint 
superbly without a day’s illness. 

Would jewelers be only kidding themselves if they 
disregarded predictions that business will be “off” 
between now and July 1? Would they only be foolishly 
experimenting with some kind of self-hypnotism? 

Stop a minute. Ask yourself: Do business economists 
know as much as you do about the love of wives for 
husbands, of husbands for wives, of parents for children? 
Or of the desire within human hearts to demonstrate 
tenderness and affection through the giving of gifts? 

For this is a gift-giving business. And it never faced 


so many gift-selling opportunities as it has right now, 


780 


through every month of 1958, not just during the last 
six months of this year. 

Consider birthdays. There will be more than 171 
million birthdays in the U. S. this year, almost half a 
million birthdays every day more birthdays than 
America ever saw before. The reason, of course, is that 
there are more Americans than there ever were before. 
Half of the relatives and friends of your customers will 
have a birthday before July 1. 

And, of course, there are more wedding anniver- 
saries to celebrate than ever before—37 million of them. 
Half of the married couples in your town will have one 
before July l. 

Marriages are continuing at the rate of 1.5 million 
a year (there’ll be about 750,000 marriages before 
July 1), and more girls than ever before are approach- 
ing marriage age, and deciding right now whether to 
put stainless steel, or plated silver, or sterling silver 
flatware into their hope chests. 

The stork is cooperating, too, promising jewelers no 
less than four million gift-giving occasions this year. 
Two million babies will be born before July 1, and 
each certainly deserves a silver spoon, a silver cup or 
better. 

Besides all this, the period between now and July | 
includes St. Valentine’s Day, Watch Inspection Time, 
Easter, Mother’s Day, Father’s Day and graduation 
(more boys and girls will be graduated than ever 
before). 

No matter what the experts may predict for car- 
loadings, steel output or the soybean futures, this much 
can be said for jewelers’ prospects: 

The volume of love, and emotion, and tenderness is 
increasing, without hint of recession. More human 
hearts are beating in America than last year, and that 
means more gift-giving opportunities than we had last 
year. We need only imagination and enthusiasm in our 
advertising, our displays, our conversations with friends 
and our across-the-counter dealings with the public to 
turn those bigger-than-ever opportunities into bigger- 


than-ever sales. 


elt VHoLe 


EDITOR 
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NOW! A GREAT NEW ELECTRIC SHAVER 
WITH YEARS AHEAD FEATURES 


...VEARS AHEAD STYLING! 






























































* LUXURIOUS STYLING AND PACKAGING! Never before a shaver and package de- 
Signed for maximum eye appeal—top shaver performance—and more profits for you. 
CO-OP ADVERTISING! New liberal co-op advertising plan available to all dealers. 


POWERFUL NATIONAL ADVERTISING CAMPAIGN! New Ronson CFL backed by greatest 
advertising push in Ronson history. Big full-page, full-color ads week after week in LIFE and LOOK. 





j aot r co 
tates where such legislation is in force. 


Gift-Card Writing Desk 


This handsome counter-unit— 
complete with pen and gift 
Cash in on the biggest, easiest shaver | ‘ = = cards—YOURS FREE with 
sales — turnover — profits —you ever made! | | > purchase of 7 or more Ronson 


See your Ronson supplier TODAY! CFL Shavers! A convenient 
writing desk for any gift pur- 


chase in your store. (NOTE: 
this valuable unit available 
only thru this Ronson offer.) 


FREE! SPECIAL INTRODUCTORY OFFER! | ] RONSON of / 




















STEP UP YOUR SPRING SALES 


with this outstanding promotion in 


— 1881 


gry ROGERS 


TE BY ONEIDA | 
iILVEF M T . 
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with the 52-piece service for 8 


. ° ° |.) oe), femme). 
teme-oe8 anti-tarnish rod at -3-34 ces FINISH 


Here is a silver bonus your customers won't want to miss. Offer them 11 extra gleaming 
silver pieces when they buy the 52-piece service for 8 in their choice of three top- 
selling patterns. They get a cold-meat fork, gravy ladle, dessert server and choice of 
8 butter spreaders, 8 iced-tea spoons or 8 oyster forks ($21 value). And you get a 
big special promotional allowance. 


ExTRA Premium! DELUXE 18” chest. Customers have their choice of chest in blond 
wood handsomely lined with velvet and taffeta in contrasting greens or mahogany 
chest lined with contrasting reds. 


BUILD YOUR STORE TRAFFIC WITH THESE MERCHANDISING Alps. Suggest, 
promote, display this great offer with free hook-over display, window banners, direct- 
mail pieces, mail stuffers, newspaper mats and radio and TV scripts. 





ANOTHER PROFIT MAKER! Offer 71-piece service in Gd MAHOGANY-FINISH 


DUNCAN PHYFE COFFEE TABLE for $99.95. Customers get 52-piece service for 8 | ; 5 ° 
plus 8 butter spreaders, cold-meat fork, gravy ladle, dessert server and choice of ¥ Ic C I 


8 iced-tea spoons or 8 oyster forks. You get an even larger promotional allowance! 4% = ' PRY 


vee er —- LTP 
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Crafted by ONEIDA SILVERSMITHS, makers of distinctive tableware 
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* TRADEMARKS OF ONEIDA LTD 





